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The Going Grows Better 


By Archer Wall Douglas 


In Cooperation with the Research Staff of LaSalle Extension University 


“ ONEY makes the mare 
go”—the purport of this 
old saying does not ap- 


ply today in business conditions as 
it appears to have applied in. times 
past. We now know, from recent 
experience, that we may have falling 
commodity prices, narrowing profit 
margins, strenuous competition for 
sales, and some other features of the 
old-time tight-money periods while 
money is anything but tight. 

We have an abundance of loanable 
funds for great industrial and com- 
mercial activity, and a great deal of 
these funds is employed in this 
way. In fact, during the first six 
months of 1927, nearly five billion 
dollars of the money and credit re- 
sources of the United States was 
corraled as new capital for use in 
refinancing and in expanding indus- 
trial enterprises and in the public 
works of various States and cities. 
This vast purchasing power will sus- 
tain business activity at a good level 
during the latter months of the 
year—no matter which way the 
speculative stock market turns or 
twists. But we need no longer fear 
that our vast reservoirs of money 
to lend at low rates of interest will, 
as in past times, be employed in un- 
balanced and uncontrolled specula- 
tive expansion of production and 
trade which soon crumbles up in 
throes of deflation. 

There is a growing feeling in the 
business world that the experiences 


of the past are not in themselves re- 
liable guides in coping with current 
business conditions. For there are 
some important new factors whose 
nature and purpose we have not yet 
fully grasped, such as the fast chang- 
ing methods of transportation and 
of distribution and marketing—and 
there is now the greater and fast- 
growing economic intelligence of 
business men to be reckoned with. 

We now have a potential power of 
production that overtops our full 
power of consumption, but declining 
prices and a better understanding of 
the problem of keeping production 
and consumption in balance operate 
to forestall overproduction of many 
specific commodities. 

New inventions and discoveries, 
which appear to be coming faster 
than ever, radically affect our 
methods of doing business and our 
modes of living. New labor-saving 
machinery reduces costs of produc- 
tion—and may in some cases cause 
temporary unemployment. But new 
machines make it possible to sustain 
higher wage levels, which underlie 
increased consumption of high-grade 
goods and services. 


NDER the new conditions, we 

are unlikely to have a recur- 
rence of those periodic financial 
panics which marked our economic 
life for over a century. Our fore- 
casts of the future must be modified 
in accordance with changed condi- 


tions, including any definite reliance 
on a cyclic theory as this theory was 
formerly employed in explaining 
changes in business conditions. In 
fact, because we now understand so 
well and so widely the causes of the 
crises and panics of past years, we 
can and are taking steps which will 
in all probability greatly reduce the 
suddenness and the violence of fu- 
ture change in national economic 
conditions. Certainly there are no 
substantial grounds for expecting 
any radical change in the business 
conditions of the United States 
during the rest of 1927. The agri- 
cultural outlook is now improved. 


HE recovery of agriculture has 

heartened the entire business 
world, so that the present outlook is 
for much constructive work during 
the remainder of 1927. Resumption 
of general activities in the flooded 
districts has been more rapid and 
complete than seemed possible. Lower 
price levels—excepting the level of 
prices on agricultural commodities 
—keep living costs down as a whole, 
while the purchasing power of the 
farmer’s dollar is improved. 

Wage increases in July were given 
to eighty-eight labor crafts, with but 
few reductions reported. Unemploy- 
ment in August was apparently 
somewhat larger than in last Au- 
gust, but has shown some decrease 
since early summer. 
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O>*: Summer Charles E. Wil- 
liams of St. Louis endeav- 
ored to find out what a 
straw hat cost him. Every time he 
paid a ten cent tip in a hotel or 
restaurant check room he made a 
pencil mark on the white lining of 
the hat. Before the summer was 
out he had paid more in tips than 
the hat had cost him. 

When Jesse Adler of New York 
City heard that story, he put a 
small card in his pocket and kept 
a record of the shines, and tips for 
shining, that he had to pay for one 
pair of shoes. He found that he 
had paid more than the price of a 
pair of shoes for such service. 

Look at the illustration at the 
top of this page. Our artist 
endeavored to put into one pic- 
ture this story — “Any man 
who will pay eighty cents for 
two green bottles filled with 
ginger ale, and slip twenty 
cents to the bell hop who brings 

it in, should have no quarrel 

with the shoe man when he gets 
two hundred days of foot serv- 
ice at five cents a day for a ten 
dollar bill, and out of that bill 


Shoe Service at Five Cents a Day 
The Biggest Value That a Man Gets 


he takes a modest fee of sixty 

cents in net profit (or less) for 

that service. 

These three little incidents illus- 
trate the need in the shoe industry 
of telling the man-public something 
about what they are getting in foot- 
wear. No article of wearing ap- 
parel gives as much service for the 
money as shoes. 

No article of wearing apparel 
bought in any part of the world is 
as economical as the shoe bought in 
America, for if you would compare 
the day wage of any other worker, 
in any other part of the world, you 
would see that the American ob- 
tained a greater value by forty per 
cent, in comparison with the wage 
earned by any worker in the world. 

The American shoe can compete 
with the shoes of the world. It 
has no protective tariff duties to in- 
crease its price at retail. The leather 
is made from hides free of entrance 
duties, and the consumer gets more 
net value in footwear than in any 
other commodity. 

All these things are indices of 
the economies in footwear. The 
shoe man gets too little for the 








HIGHLY PROFITABLE 
NON-ESSENTIALS 


fLL NEED 
TWO BITS FOR 
DOING THIS, 


experience and knowledge that he 
must put into the sale and service 
of footwear. Utilitarian values in 
footwear are so remarkable that 
they need emphasis every time price 
is mentioned. 

An equally important factor that 
will help the increase in pairage of 
men’s shoes is pictured by H. L. 
Kelley, designer of men’s shoes for 
Roberts, Johnson & Rand Company 
of St. Louis. He says: 


6¢TT is becoming increasingly evi- 

dent that men can be reached by 
a style appeal. We see men all about 
us, who a few years ago were pay- 
ing little attention to matters of 
dress, but who today are fixing 
themselves up. Men who used to 
think that any old kind of a hat 
was plenty good enough; men who 
thought that a necktie was just a 
Christmas by-product; men who 
thought shoes were only to be 
bought when the feet were actually 
on the ground and positively no 
more mileage possible. Many of 
these men have come to realize that 
not only is there considerable pieas- 
ure in dressing up, but also some 
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profit. There is much point to the 
clothing trade’s slogan, ‘Dress Well 
and Succeed.’ 

“Style has become the very life of 
many manufactured products, in- 
cluding shoes. Men are not inter- 
ested, as a rule, in foppish, effemi- 
nate over-done styles. Most style 
details which appeal big to women 
have no thrill at all for men. But 
men do fall just as hard for what 
they consider good, and 


effort into the sale of men’s shoes. 
First, the disposition to encourage 
customers to “grade up” their 
ideas of footwear, to the end of 
making a demand for higher priced 
shoes. 

Second, the use of much greater 
care in getting at the ideal stock 
sheet in ordering, so as to have 
the least possible number of end 
sizes to care for, in closing out 
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grade of men’s shoes. The line 
carried retails for $10 and sells fair- 
ly well. 
He recently made a suggestion to 
a merchant friend next door, who 
has a men’s clothing store, that if 
men’s shoes were shown in the 
window with the clothing, it might 
help the sale of both shoes and 
clothing. 
The two merchants then arranged 
for shoes to be shown in 





the younger the man, the 
bigger the more extreme 
types go over. Men like 
the ‘he-man’ stuff. They 
are not so much _ inter- 
ested in the pink ribbon 
and kindred types of frip- 
pery, but they do respond 
to the rough and rugged 
‘mannish’ types. 

“While novelty enters 
into the style game to a 
large degree, still, just to 
show something new and 
different, is not enough. 
Your styles to be success- 
ful must be authentic. 
Your styles must be with- 
in the prescribed ‘tend- 
ency.’ 

“Practically all  mer- 
chants are sensible men, 
who are willing to listen 
to any reasonable plans 
to help them increase their 
business. Your salesmen 
can be of a great deal of 
assistance to your custom- 
ers by emphasizing to 
them the importance of 





a pair of shoes. 


three years. 


per day. 


A Ten Dollar Pair of Shoes 


No article of clothing or apparel is sold 
for so little or is subjected to so great use as 
A hat at $10 is one unit. 
A pair of shoes is two units. The sales price 
therefore is really $5 for one shoe and $5 
for another just like it. 


We hear of some shoes which wear two or 
Possibly the average life of a 
shoe is 100 days. That means that a $10 pair 
of shoes renders 100 days service for 10 cents 
Worn from 10 to 15 hours per day 
the “per hour” cost is only a penny. 


A pair of shoes which carries a person of 
average weight (150 pounds) through a five 
mile day bears 13.200 foot blows—6600 with 
the right foot and 6600 with the left. 
means a total impact per day of 1,980,000 
pounds or nearly 100 tons. 


If in daily use for three months the total 
is 198,000,000 pounds or 10,000 tons. 


Is a pair of shoes worth $10? These 
would seem to say “yes.” 


This 


figures 


the clothing window, but 
unticketed as to price. 
The clothing merchant 
commenced to get calls for 
the shoes. Instead of send- 
ing the customer into the 
family shoe store next 
door, he sent a messenger 
in to Mr. Hyland for the 
right sizes and after fit- 
ting the shoes, charged the 
customer $12.50 for them. 

In the past month he 
has sold eighteen pairs of 
shoes at $12.50. These 
same shoes are on sale in 
the family shoe store at 
Mr. Hyland’s next door 
plainly marked in the win- 
dow for $10. 

The man public is given 
credit for being pretty 
careful in its buying of 
footwear, yet it cannot see 
the $2.50 difference in 
price between the two 
shoes. This goes to prove 
that a better price can be 
had at retail. If men wear 
fewer pairs of shoes per 





talking men’s shoes. 

“Suggest to your dealers that 
they talk to their customers on the 
theory of owning at least two pairs 
of shoes—one for day wear and 
the other for evening, and not 
wearing the same. shoes all the 
time. 

“Most of the people in the shoe 
business, both wholesale and retail, 
during the past few years have 
given the greater part of their 
thought and effort to ladies’ shoes. 
They can well devote some of that 
time to men’s shoes, and not throw 
all their efforts in one direction. 

“So if you will talk men’s shoes 
everywhere you go, you are bound 
to enthuse many of your customers 
over the opportunities for a greater 
men’s business.” 

This has proven itself to be the 
great men’s shoe year. Already, in 
seven months 5,928,847 more pairs 
of shoes have been made than a 
year ago, an increase of just un- 
der 15 per cent for that period. 

Several factors have been help- 
ful in making shoe men put more 


“ex-ing in” lines of _ shoes. 
Third, the establishing of prices 
and mark-ups on a basis of per- 
centage, instead of a per pair basis, 
especially on the correct basis of 
selling price. All these have been 
measures of great importance in 
the present situation. They are 
measures which we have urged and 
aided, for some years, in pursuance 
of our general work toward “get- 
ting more shoes sold right.” 


or 


The Customer “Don’t Know” 
Our Field Editor Discovered This 


Interesting Fact 


N Andover, Mass., there are three 

shoe outlets—two shoe stores and 
one clothing store selling shoes. The 
population of the town is 8000. And- 
over, however, is completely sur- 
rounded by much larger towns that 
take most of the trade. 

Harry J. Hyland, operating a 
family shoe store in Andover very 
successfully for the past ten years, 
has been trying to push the better 


capita, they should pay 
more. 


Shoes Rank Third Among 
Leased Departments 


Shoe departments stand third in 
the rank of the most frequently 
leased departments of department 
stores, according to a survey re- 
cently completed by the Store Pro- 
motion Service of Women’s Wear 
Daily. 

Of fifty-eight stores which leased 
one or more departments, the shoe 
departments were leased in eight- 
een. Only the millinery and the 
beauty parlors were more frequently 
leased, it was discovered. 

Another interesting factor re- 
vealed that of these eighteen depart- 
ments which were leased, eleven of 
these, or 61 per cent, failed to show 
a profit to the store. Shoe depart- 
ments are admittedly difficult to 
merchandise and made to earn a 
profit, but this does not appear to 
have been cured by leasing to an 
outside organization. 
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The Top Ten Thousand 


I sis 


Last Year Budget 
Sales $50,000 $60,000 
Cost 33,000 39,600 
Gross profit 17,000 = 34% 20,400 = 34% 
Expense 16,000 = 32% 17,000 = 28.3% 
Net 1,000 = 2% 


Volume of business of itself does not 
yield profit. 


* * ** 


But the importance of the “top ten 
thousand” must not be overlooked in these 
days when there is so much talk about in- 
creased margin of profit. 


* * * 


In the above figures the per cent of 
gross profit is the same. 


* * al 


But 34 per cent of $50,000 is $17,000, 
while 34 per cent of $60,000 is $20,400 or 
$3,400 more. 


* * * 


Looking at expense, the $16,000 oper- 
ating cost is 32 per cent of the $50,000 
sales. 

ok ok * 


Even though the budget expense is 
$1,000 more or $17,000, it figures 28.3 
per cent on $60,000. 


This is one of a series of sermonettes on shoe 
store financing and accounting. The next one 
will appear in an early issue. 


3,400 = 5.7% 


The reason is because the “top ten 
thousand” provides just that much more 
area for the rent, salaries and other ex- 
pense costs to spread. 


* * * 


The effect on net results is self-evident. 


* * * 


The above set of figures does not in- 
tend to convey the idea that $10,000 ex- 
tra business can be produced for $1,000. 


* * * 


It does mean that every dealer must 
“reach out” for that “top ten thousand.” 


* * * 


He should not center all attention on 
getting a bigger margin of profit on the 
same volume. 


* * * 


There is more than one road to success. 
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When The Foot Needs Support 


Salesmen Must Know How to Fit Arch Helps Correctly, 
Wide Range of Sizes and Types 


Te: helpful and practical high- 
grade arch support has been 
much misunderstood. As the 
BOOT AND SHOE RECORDER has pub- 
lished the opinions of the non-advo- 
cates of arch supports, it is but fair 
that we should publish also the 
opinions of the champions of this 
useful device. With this thought in 
mind, a recent investigation was 
made in various shoe stores through- 
out the country, which resulted in a 
unanimous report that arch supports 
have a very definite place in the 
shoe store. “But, arch supports 
must be fitted,” say those inter- 
viewed, “and moreover, the mer- 
chant must see to it that the fitter 
of arch supports is a salesman who 
knows how.” 


MONG the strongest advocates of 
arch supports is W. J. Jace, as- 
sistant orthopedic fitter at the Gil- 
christ Co.’s shoe department, Boston. 
Mr. Jace has for 15 years served the 
public by the selling of arch sup- 
ports. He has satisfied a repeat 
trade in the orthopedic departments, 
on account of his scientific arch sup- 
port fitting knowledge, of the fol- 
lowing stores in addition to the 
Gilchrist Co.: Wm. Hahn & Co. of 
Washington, D. C., for the past four 
years, and prior to his Washing- 
ton connection he was 
with Leo Hart, “Sen- 
sible Shoes,” Forty- 
sixth Street, New 
York, for a number of 
years. 
“Arch supports are 
just as essential to the 
completeness of the 
stock of the orthopedic 
department of the shoe 
store as are bandages, 
elastic stockings, 
shoulder braces, or any 
other form of body 
appliances carried by 
every well regulated 
drug store in the land,” 
said Mr. Jace. “Arch 
supports have been 
sold for all of these 
years, simply because 
there has been a de- 
mand for them. There 
are many feet, espe- 


cially of the man and woman over 
40, that absolutely need a support, 
and you cannot support these feet 
unless you put a well fitted brace 
under them. And you can absolutely 
fit arch supports. The theory that 
there are only two sizes in arch sup- 
ports to fit 160 sizes or more in shoes 
is all wrong. There are as many 
sizes in arch supports, through their 
adjustable features, as there are 
sizes in shoes. For instance, in the 
runs of the Dr. Scholl arch support 
of 3 to 5, 6 to 8 and 7 to 9, there are 
the narrow, the extra narrow, and 
the wide; and again, in another sub- 
division, there are the different num- 
bers in the same sizes; these num- 
bers designate the length and give 
you absolutely an entirely different 
size. There are about ten different 
sizes in the 3 to 5, and again in the 
6 to 8 run. The uninitiated might 
think, when they pick up a box of 
arch supports marked “3 to 5” and 
another box marked “6 to 8,” that 
there are only two sizes, but within 
these two above-mentioned sizes 
there are ten different arch sup- 
ports. These ten sizes may be again 
subdivided by adjusting to meet any 
variation of the abnormal foot, or to 
meet any differences in the shape of 
the arch of the foot. Some arch 
supports are a little bit longer than 


W. J. Jace fits an arch 
support to the foot 
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others—they extend further under 
the foot than others; but these arch 
supports are so marked, and the 
salesman who has made a study of 
scientific arch support fitting knows 
which number to give to his cus- 
tomer. It is sometimes necessary to 
fit a woman with a man’s arch sup- 
port, and vice versa. 

“There is one inflexible rule in 
selling arch supports, and I have 
said this before, but will say it again 
for emphasis, that—To sell arch sup- 
ports satisfactorily, it is absolutely 
essential that the retail shoe sales- 
man has a knowledge of this work. 
You cannot bluff in the selling of 
arch supports. You either know, or 
you do not know. 


‘67 T does not matter how the retail 
shoe salesman gains his knowl- 
edge of foot anatomy, normal and 
abnormal conditions of the feet, 
whether it is through personal lec- 
tures, books or correspondence 
course—the thing to do is to get it, 
because the experience of many 
minds helps the learning mind. 

“It was Dr. Peter Kahler, I, in 
1853, the first orthopedic doctor in 
the United States, who devised the 
steel arch support. He fitted the feet 
of Abraham Lincoln with shoes in 
which his rigid arch supporting 

shank was placed, and 
now his grandson, Dr. 
Peter Kahler, 3d, is 
fitting the feet of Mrs. 
Robert T. Lincoln of 
Washington, D. C., 
widow of the son of 
‘The Great Emanci- 
pator.’ The fact that 
arch supports are 
either built into the 
shoe, or sold separately 
and fitted into the 
shoe to be worn as di- 
rected by a scientific 
fitter of orthopedic 
shoes, is another proof 
that many people re- 
quire arch supports. 
“Some people wear 
arch supports for a 
while only as directed, 
and then, as their feet 
improve, they are not 
required to wear them 


[CONTINUED ON PAGE 51] 
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Getting More Shoes Sold Right 





Less Shelving-More Selling 


66 HAT 90 per cent of the shoe stores of this 

country need is a carpenter.” Such a sur- 
prising statement comes from one of our Field Edi- 
tors who has recently tried the experiment of com- 
pletely covering a prosperous county, not missing 
a single place within it that might have a pair of 
shoes for sale. The first job of that carpenter 
would be to saw the shelving so that the store had 
a capacity of only about one-half the amount of 
shoes. 

The size of a shoe stock is not a good picture of 
the capacity of that store to sell, nor is it a picture 
of the capacity of that store to pay its bills. When 
90 per cent of the sales are made on 40 per cent 
of the stock, there is a lot of dead wood that doesn’t 
move as it should. It is so easy to accumulate 
stock when you need forty-five sizes to fit the cus- 
tomer who enters the store for one pair of shoes. 

The RECORDER cautioned the trade at the begin- 
ning of this year that there would be a tendency 
toward stocking stores with shoes and that at the 
end of the year inventories would be larger, unless 
caution were taken. Buymanship is so much easier 
than salesmanship. A real effort has got to be put 
in on the selling end to show a real profit before 
the year closes. 

The National Association of Shoe Wholesalers 
makes the following suggestion: “Every intelli- 
gent retail shoe merchant realizes that duplication 
of similar and related styles is bad. It takes real 
courage, however, to resist the temptation to buy 
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a new number just a little better than one already 
in stock before the old number is very nearly elimi- 
nated. 

“The smallest possible number of lines with the 
smallest possible number of styles in each line, con- 
sistent with carrying a representative stock, is the 
secret of turnover.” 


Getting into the News 


T the risk of tiring certain elements in the shoe 
trade the BOOT AND SHOE RECORDER ventures 
once more to remind those in high places in the 
various organizations of the shoe business: That— 
The shoe trade needs press work through wide- 
ly distributed publicity that will get the news of 
the trade to the public through means of the 
printed page. 

Right now, facing advances that may cause sub- 
stantial increases in retail prices, the public is to- 
tally uninformed as to the situation in the hide and 
leather market. 

Merchants will have a lot of difficulty in convinc- 
ing people that increases are justified because the 
people know nothing about scarcity of hides or 
other causes leading to advances in the market. 

The shoe trade is the only great industry that 
remains dumb and inarticulate when it should be 
telling the public some of the facts so vital to its 
well being. About the only time the shoe trade gets 
into print is when some yellow newspaper prints 
an article about “poison shoe linings” or other 
lying, sensational matter. 

Look at the automobile industry if you want to see 
evidences of real acumen in publicity. Read a few 
columns of the publicity handed out by the movies, 
the radio, the politicians, hundreds and thousands 
of columns of it occupying prominent positions in 
the best newspapers. 

One of the first things an actor or actress does 
when a career seems in view is to employ a press 
agent. Some of the smallest fry on the stage or 
screen hire press men. Strangest of all it seems 
that the newspapers welcome it all and print it 
eagerly. In a recent issue of a great western news- 
paper there were four pages of solid reading mat- 
ter concerning the stars and meteors of the movie 
world. Shoes have an “eye” appeal when photo- 
graphed “in the life”—let’s have more pictures and 
more news. 


Send ’em Elsewhere 


RETAIL shoe salesman was fired because he 
frankly told the customer that there was not 
a size on the proper last in the store for the cus- 
tomer’s foot, and that the customer had better go 
elsewhere for his shoes. This retail shoe salesman 
stuck to his principle of fitting feet. He was aware 
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of the fact that the stock was all shot to pieces on 
sizes, and that resizing was not “store policy.” 

A store damages its future as a service insti- 
tution on footwear by not having the right sizes 
on the right lasts for the regular run of customers. 

At the same time there are successful stores that 
make no attempt to cater to everybody that comes 
along. They handle and sell only the “heart sizes” 
and when they get a customer whom they can’t fit, 
they graciously refer him or her to some other shoe 
store. 

In either case, there is no excuse for improper 
fitting. In the long run it is better to see a cus- 
tomer walk out than to sell a pair of shoes that do 
not fit. The adverse publicity that such a mis- 
fitted customer can give you will offset thousands 
of dollars worth of newspaper or other paid ad- 
vertising. If you can’t fit ’em, send ’em elsewhere 
—and do it graciously. 

Look at the chain grocery shops that handle only 
two or three brands of each item in stock, against 
the dozen or more brands that the average inde- 
pendent grocer carries. When a purchaser asks 
for a specific brand that the chain store does not 
carry, she is referred to a reighboring grocer who 
does carry it—and yet the chain grocery manages 
to prosper. 
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The Color Complex 


VERYBODY is talking about a black season. 

It is true that from 70 to 80 per cent of the 
advance sales of leading silk and woolen houses 
for the fall season have been on black, and so much 
black in costumes certainly indicates a demand for 
black footwear. But, haven’t the shoe merchants 
of the country stressed black a little too strongly 
for their own good? Certainly the demand for 
black shoes needs no stimulus this season. 
Wouldn’t it be better wisdom for the shoe men to 
get behind a color movement? Too much black cuts 
down the pairage. The new gun-metal shades work 
in admirably with the vogue for black and provide 
an alternative for the woman who must have some- 
thing to wear with a black costume. Then, too, 
there are possibilities in some of the neutral shades 
of footwear which can and will be worn with black. 
Let the black shoes take care of themselves, and 
concentrate on the colors, which mean extra pairs 
and an increased volume—hence bigger profits. 
Take a look at the shoes awaiting repairs in any 
shoe repair shop. At least 90 per cent of them are 
black shoes. Colored shoes do not find their way 
to the repair shops for the simple reason that 
by the time they need 











ares | , — 7) repairing their owner 

sa has tired of them and 
At a meeting of R is ready to purchase a 

Walk Over merchants The eason Why new pair of shoes. 


recently Paul A. Jes- 
berg read a little anony- 
mous verse at the con- 


ISBELL SHOE CO. 
Lynchburg, Virginia “If a salesman will 


* * * 


clusion of his inspiring I have been a constant reader of the Boot AND always ask ‘What type 
talk on Service. SHoe Recorper for over 25 years and I consider of costume did you have 
‘ the RECORDER an asset to my business. in mind to wear?’ be- 
The reason people pass Your editorials cannot be excelled. fore starting the sale or 
one door | Your advertisements and your different features befere @ shee te ch 
To patronize another of merchandising, buying, and selling help to keep ae oaeee 
store me posted and free from the ordinary ruts of busi- they will sell many 
Is not because the ons a = 
eal ; I believe there is a valuable place in every inde- The more a salesman 
-. -ainod p ea — pendent en? pert = Boot AND SHOE RE- knows about the har- 
as ‘ etter " es, CORDER to be rea espace y- mony of colors and the 
‘ esr ~ oe 7 Yours sincerely, patterns that blend 
r cheaper prices, Du (Signed) I. ISBELL. with certain costumes, 
_ it lies e . the better book he will 


In pleasant words and 
smiling eyes. 








The worst thing that can happen to a shoe mer- 


chant is to “get in a rut.” 


run and the more peo- 
ple will look to him as 


The greatest difference If there is one thing that the RecorveR does an authority.” 
I believe, well, it is to keep its readers out of a rut. ,& « 
Is in the treatment Our editorial aim is to inspire our readers to 


folks receive.” 


story in a _ pleasing 


greater action, bigger business, and better profits. 
Th tells th Mr. Isbell knows—he’s been a REecorvER reader 
© verse veils we for over a quarter of a century. 


In the rear of the 
Surpass Shoe Store, 
Montreal, this sign is 


manner of just why » are om Uk. 7 posted, “He that is suc- 


the busier store is the 





cessful can afford to 








busier. There is a President. smile. He that is other- 
world of meaning in it. BOOT AND SHOE RECORDER wise cannot afford to 
How about your store? , do otherwise.” 
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Where Do We Get Our Colors? 


Novelties Come from Paris Dressmakers, Says Ward Cheney, 
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And They, in Turn, Look to the Artist 


ARD CHENEY, of Cheney 
Brothers, in an address 
entitled “What Color Means 


to Business,” delivered at one of the 
sessions of the recent fourteenth an- 
nual national business conference 
held at Babson Park, Wellesley Hills, 
Mass., outlined the method used by 
Cheney Brothers in forecasting color 
trends in silk dress goods. In view 
of the close relationship between 
fabric color and shoe color, what he 
said should be of decided interest to 
the retail shoe merchant. 

“It is always remarkable,” he said, 
“to see mysteries reduced to visible 
order when subjected to the brilliant 
rays of analytical study. Before a 
thoughtful review of the facts, it 
would seem improbable that there 
was any such thing as a trend in the 
public taste for color. As a result 
of study, however, it is now known 
to be a fact that such trends do 
exist; and furthermore, constant ob- 
servation of the proper factors 
makes it quite possible to foresee 
with a high degree of clarity the 
future direction of these 
trends. It is hardly nec- 
essary to point out the 
obvious great commercial 
importance of this possi- 
bility of forecast. 


4“ BVIOUSLY, color 
is not the only fac- 

tor that determines the 
salability of any given ar- 
ticle. But color is unques- 
tionably one of the most 
influential of all the *fac- 
tors. Probably undeserv- 
edly influential Even 
poor quality merchandise 
often achieves success 
through proper coloring. 
“Let us go back again 
for a moment and con- 
sider whether there is 
any common sense, any 
apparent logic, in the ac- 
ceptance of the fact that 
public taste in color does 
follow a trend. First, 









largely influenced by style—as in 
The first guess would be 
that geographically the primary in- 
fluence in color is to be found in 
That first guess is correct. 
There are probably 
as many colors to be observed in 
Paris as in Boston. 
tain ones significant? Again comes 
a guess, pushing us a little nearer 
Because the most im- 
portant dressmakers in the world, 


But insufficient. 


Why are cer- 


to the source. 


correct guess. 
Such is the prestige of the Parisian 
dressmaker in the world of fashion 
that every factor of fashion, includ- 
ing color, can correctly be traced to 
them. We could with fair accuracy 
stop here and say that fashion in- 
fluencing colors are those which are 
most emphasized by the Parisian 
couturiers who bear the most pres- 
That is definite, entirely pos- 


sible of observation, and entirely 


“And for all practical purposes 













40% ay 
:| Staple Colors. |:.- 
= (Black - Whife- Navy) |. 















30% 
Novelty Colors 
(Wew every season) 






that is sufficient. The student who 
at this point in his search is really 
interested in his subject, however, 
will be curious to know where the 
Parisian dressmaker gets his colors. 
This is an entirely fair question and 
quite possible to answer. Paris hes 
always been known as a center of 
the arts, often as the center. In 
Paris, artists of all nations live and 
work and display their wares— 
painting, sculpture, dresses—for the 
dressmakers themselvs are artists— 
ballets, dances, theatrical revues and 
spectacles. The whole life of Paris, 
and espcially the fashionable life, is 
steeped in this atmosphere of artis- 
tic energy. It is easy to understand 
how in such a community of varied 
artistic interests each specific art is 
influenced by all the other arts and 
works in a common spirit. 


66 HE same influences apply to 

color as toform. Thecreator of 
the dress is influenced by the stage 
director who designs a ballet, who in 
turn may be working out a color 
scheme made fashionable 
by some contemporary 
painter. All the arts ire 
one in spirit. 

“These colors, let us 
clearly understand, are 
the influences. Influence 
implies motion or momen- 
tum—or trend. These 
are the influences that 
direct the trend. As in- 
fluences they have noth- 
ing to do with immediate 
volume of sales. These 
novel colors which we (is- 
cover. with such pains- 





30% 
Semi-Staple Colors 


(Hold- overs from previous 











taking vigilance are not 
going to be the only 
colors which we shall sell 














the following season. In 
fact, they are not going 
to be more than a small 
segment of our sales, say 
30 per cent. Yet they 
are of vital importance, 
I repeat, because they 


Mr. Cheney finds that in every selling season about show direction. Let us 


look back toward the 40 per cent of silk fabric sales are in the staple black, right here make a clear 


source. What is the pri- 
mary influence? Where 
do they get the colors? 


Let us suppose that the 30 per cent are the novelties, new every season or year. 





white and navy blue group. Thirty per cent more can mental distinction _ be- 
be accounted for in the semi-staple class of colors which tween the two problems 
have their origin in the novelties of other seasons; and involved of direction and 


volume. The novel co'ors, 
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the Paris, colors, as we spoke of 
them before, the influential colors, 
are the ones that steer and bend the 
trend curves. But they constitute 
in volume only about 30 per cent of 
sales at any given time. 

“Allowing our common sense to 
play a bit further, we will realize 
that the complete analysis of the 
problem of volume is by no means 
as difficult as the first thought sug- 
gests. To begin with, we realize that 
for all the color used in the world 
there is an overwhelming amount of, 
let us say, neutral color, or non-color, 
i.e., black and white. Nothing more 
profound than a review of sales fig- 
ures back through a few years’ his- 
tory is needed to show us the large 
percentage of sales in these two 
fundamental staples. If we allow 
the almost equally solid citizen— 
navy—to join this conservative club, 
we find the result much as our ob- 
servation should lead us to expect. 
Black, white and navy, the basic 
staple group, account for between 40 
and 50 per cent of all sales at all 
times. 

“Accounting for this great seg- 
ment has reduced our task at once 
to comparatively small proportions. 
We have accounted for 30 per cent of 
total volume in strictly novel colors, 
and know where to find them. We 
have accounted for an additional 40 


per cent in strictly staple black, 
white and navy. Hence 70 per cent 
is known and only 30 per cent re- 
mains unknown. 


“ E refer to this remaining 30 
per cent that is neither 
strictly novel nor strictly staple, as 
semi-staple. Its origin lies in the 
novelties of former seasons. Again, 
does not this seem reasonable? Are 
there not numbers of people who 
always want a certain color they 
have become attached to? Doesn’t 
even the most fashionable woman 
have individual tastes in color that 
refuse at points to be swayed 
by fashionable movements? And 
finally, is it not true that under 
any circumstances there is always 
resistance to novelty that is sim- 
ply due to inertia? New influences 
in any field always make prog- 
ress against the tide. The per- 
son who first thought of shouting 
‘Get a horse!’ at the first automo- 
bile expresses what I mean to say. 
A new yellow-green looks strange to 
the eye grown accustomed to wine 
red. That is why everyone does not 
buy the color of the season—why 70 
per cent of the sales are in staple 
colors and 30 per cent more in colors 
to which the public is already accus- 
tomed. 
“Thus we have accounted in broad 
generalities for the total volume of 
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color. But while broad generalities 
serve to show us working principles 
and the reasons involved, working 
with color implies something much 
more exacting than this—it de- 
mands specific rather than general 
information. The Cheney Color In- 
dex which we have devised is in- 
tended to be the working tool with 
which specific color knowledge may 
be practically employed. We have 
admitted the importance of knowing 
trends. We have analyzed the fac- 
tors in the public acceptance of 
colors. We are now faced with the 
task of acting upon such knowledge 
as we have acquired and using it to 
control production and finished in- 
ventory. 

“Those familiar with index charts 
know well what the index tells. 
While inertia gives sufficient mo- 
mentum to a color to prevent it from 
entirely ceasing to sell after the peak 
is reached, buying from the manu- 
facturers should proceed with ex- 
treme caution when the trend has 
turned and the line has _ started 
downward. 

“Conversely—and happily—we are 
in the position of being able to 
sponsor confidently any color whose 
curve is on the upturn, because, 
until it reaches its peak, we know 
that its momentum is sufficient to 
carry it ahead still further. 


When the Foot Needs Support 


longer. But arch supports must be 
kept properly adjusted, and the re- 
tail shoe salesman must know how 
to make that adjustment. When a 
customer goes into the orthopedic 
department of a shoe store to be 
fitted to arch supports and places his 
case in the care of an experienced 
orthopedic man, that customer, pro- 
vided he follows the counsel of the 
orthopedic fitter as to the wearing 
of the arch supports, is always so 
well pleased with the results that he 
becomes a permanent customer of 
the store. It may not always be for 
arch supports, but for some other 
merchandise that the orthopedic 
shoe fitter will sell her. 


“TN the selling of arch supports, 

the important point to remember 
is that the retail shoe salesman must 
understand the selection of the 
proper style or type of arch support 
and its adjustment or fitting to the 
Forty per cent, at least, of 
adults over middle age—in the case 


[CONTINUED FROM PAGE 47] 


of large, fleshy women, at least 60 
per cent—need more support to their 
feet. The only way to give it is 
through arch supports. Everything 
and everybody who lives on this 
earth needs physical support of some 
kind—and a good base is necessary 
for any foundation—one that is 
rigid enough, in middle age, to give 
the support. It is most desirable, of 
course, that the body joints be flexi- 
ble, but flabby muscles and soft bones 
in adults are a health hindrance. 

“TI do not favor arch supports for 
children under twelve, although in 
the old days children’s feet were en- 
cased in rigid shank shoes as a 
health measure. The bones of chil- 
dren’s feet are soft, are in the proc- 
ess of development, and are quite 
different from the thoroughly de- 
veloped feet of the adult. The feet 
of the active, healthy boy and girl 
are in no need of arch supports. 

“The fitter of arch supports 
should understand the anatomy of 
the foot, and in no case should the 


customer be allowed to buy a pair of 
arch supports unless they are fitted 
and unless they are instructed to 
come back to the orthopedic depart- 
ment periodically for the readjust- 
ment or examination of the arch 
supports, and a report as to whether 
or not the customer is wearing the 
arch supports according to the di- 
rections given by the scientific fitter 
of these supports. 


“The statement that ‘It is impos- 
sible to give a correct fitting of the 
foot in arch supports, because it is 
against the law in some States to 
remove the customer’s stocking, and 
that otherwise it is impossible to 
correctly measure the foot’ is incon- 
sistent, when we stop to think that 
even the thickest stocking would not 
make a variation in the fit of an 
arch support of over one one-thou- 
sandth of an inch. Fitting an arch 
support over a stocking is practi- 
cally similar to fitting it against the 
bare skin.” 
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Sparkling Beauty of the Night 


Never Was Evening Footwear More Ornate 


IGHT LIFE continues to gain 
N in favor, if our eyes serve 
us. Every big metropolitan 
city has its tiny centers of elegance. 
Night is something to be made as 
different from day as possible. The 
chummy roadster, the rumble seat, 
the rush to dine and dance, is part 
of the thrill of night. 
: Dress has kept pace with night 
ther . “ A gold heel, quarter and front strap 
ae pe, "that Rae life. Dancing has been made univer- pot a red gold Ahn bye om sion 
controlled is an accomplishment of sal the country over. Wherever the club dazzle 
Veda Moore in her shop on upper radio is heard, there can a dance be 
Fifth Avenue held. 
In the spirit of dance, women 
bring a corresponding flash of color, 
lightness of raiment, beauty of hose 
and footwear, and we endeavor to 
picture on these pages advance foot- 
wear to fit into night club and dance 
life, for as such it makes possible a 
complete new cycle of style. 
Out of Paris, Miss Mary Bendelari 
tells us: 
“The advance fashion forecasts 
make one feel that a great thunder- 
, : storm is appearing on the horizon— ‘ s 
Rhinestones in a band around the sombre, very sombre, but with now tn ede a hy 


t are in this silver and tinted \ : 
“hoe one-strap for the evening and then a dart of lightning that evening slipper 
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gives the whole picture strength, 
character and brilliancy. 

“The predominating colors are 
chocolate brown, blue marine and 
smoke—with the inevitable black, 
always an essential element in the 
wardrobe of a well dressed French 

A Wit writes woman. 

= ae “The deep browns shade into a 
pinky beige, the dark blues become 
Blond and silver tinseled fabric, a lighter, but a harder, brighter 

trimmed with iridescent kid, makes 4 —< - 
this a beautiful slipper for the blue, whilst the black is unrelieved 
evening except for a brilliant jewel or orna- 

ment. 


A bridal rose tinted pink in a leafed 
brocade with gold leather trimmings 





ROCADES are duller in tone, 





rT; 
with a distinctly Oriental at- 

mosphere about them in design and 

soft coloring. 

“In both dresses and coats the 
lines remain straight and simple. 
The American sport element is very 
evident in street costumes, even to 
the extent that the finely knitted 
sweater has quite replaced the silk 
blouse or shirt waist. 


“ > " © 
Tweeds, reps and broadcloth for A novelty Colonial, silver trimmed 
the daytime and velvet, lace and chif- in steel hid leather, for night club 
fon for the evening, with a few dazzle 
Lavender slik vamp, highly em- lovely soft satins and beautiful 
broidered, with heel and trimmings lamés for more formal evening wear. 
of lavender “Fur trimming is not as lavish as 
last season. 
“Hats follow the costumes and felt 





still reigns as favorite. 

“As for shoes, they become more 
beautiful in design and coloring each 
year. Of course, one’s shoes must 
match exactly or blend with one’s 
costume. 

“So much emphasis is being laid 
upon shoes in Paris that the de- 
signers are put to it to create some- 


thing so charming that the shoes will ; 

be th etemdtes feat in th A beautiful satin pump by Saks- 
e the - standing feature in the en- Fifth Avenue, with side buckle and 

semble. silver piped tab 


Blue and silver with a strap of 
jewels makes this an outstanding 
open shank slipper of the evening 


Nothing is so universal in evening 
footwear as the simple pump, upon One of the factors that will make 
which can be placed any variety of evening footwear so _ universally 
beautiful buckles, cut steel, rhine- popular is that every home has dance 
stones, etc. possibilities through the radio 
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Selling More Men’s Shoes 


“They Will Buy What They Are Sold” Is 
Keynote of National Campaign 


buy what they are sold! In 
the plan book which tells the 
story of the men’s shoe campaign 
being conducted by the National 
Shoe Retailers’ Association appears 
the caption, “Sell Men More Shoes!” 

Supporting the association’s con- 
tention that men will buy more 
shoes if the effort to induce them to 
do so is forceful, skillful and per- 
sistent, appears the _ statement, 
“Men Will Buy What They Are 
Sold!” 

This is a campaign for more busi- 
ness for the men’s shoe industry, not 
for more business for individuals in 
the industry. Private, selfish inter- 
ests and competition have been sub- 
merged and the industry is moving 
forward in this undertaking to sell 
men more shoes through the medium 
of advertising and merchandising. 

Sound, basic arguments which can 
be so presented that men will “Look 
to their shoes” are the very founda- 
tion of the effort to end inroads into 
the men’s shoe business made by 
other industries and to elevate the 
business of providing American men 
with footwear to a higher position 
that it may become permanently 
profitable. 

Among the arguments which will 
be presented are the following: 

1. False economy of wear- 
ing shoes that are wrinkled, 
run-over and otherwise shabby 
or harmful to the feet. 

2. Immense comfort of 
wearing the proper weight of 
shoes according to the sea- 
sons. 

8. Satisfaction of having at 
least a modest shoe wardrobe, 
containing the proper foot- 
wear for the various uses and 
occasions. 

4. Notable developments of 
the science of building men’s 
shoes so as to give them dis- 
tinctiveness in styles and un- 
precedented wearing qualities. 

5. Notably low cost for so 
well-built and indispensable 
part of men’s attire. 

6. Perfect logic of men 
clothing their feet as neatly 
and appropriately as any 


NES men more shoes! Men will 





7. Natural obligation of men to 
pay somewhat nearly as decent at- 
tention to their footwear as do the 
women of their families or their 
acquaintances. 

8. Actual advantage to men in 
business of wearing good-looking 
shoes. 

Because these points can be sup- 
ported truthfully and forcefully and 
proved to be correct, arguments 
based on them will carry conviction. 
That genuine comfort, economy and 
healthfulness result from having a 
sufficient supply of shoes is beyond 
criticism from even the most con- 
firmed skeptic in or out of the shoe 
trade. 


DD the selling point of style or 

appearance to these and the case 

in favor of more shoes for men is in- 

deed a strong one and one which will 

win support if men are properly sold 
on this basis. 

With retail merchants, who have 
final distribution of the product, 
working in a unit to accomplish this 
end, with support from the other 
factors in the industry, it would seem 


LET'S DOUBLE 
THE MEN'S 
SHOE 

j) 


ww \ 


Let’s sell them— 


1—Decent pride in having the feet 

neatly shod. 
2—Economy of wearing several pairs 
alternately. 
3—Great improvement in appearance 
and service of today’s shoes. 
4—Comfort of wearing shoes of sea- 
sonable weights. 
5—Satisfaction of having an appro- 
priate shoe “wardrobe.” 
6—Healthfulness to the feet and entire 
body from changing the shoes often. 


BUSINESS |} 


. 
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this drive should be effective to the 
maximum degree. 

The retail salesman is an impor- 
tant factor. On the floor of the re- 
tail store, sales are made or lost. 
It is here this campaign will be con- 
verted into greater sales through in- 
telligent salesmanship. 

Putting the retail shoe store’s 
salespeople “right up onto their toes” 
is among the many vital and valuable 
things that the four-year campaign 
will accomplish. This will be good 
news to every dealer subscriber. 

It is in the stores that the effect 
of the entire campaign will be crys- 
tallized and translated into actual 
sales. Therefore adequate, intelli- 
gent personal salesmanship becomes 
of super-importance in the whole 
project. 

Realizing that after the national 
advertising and the dealer’s local ad- 
vertising have done their work well, 
men who are favorably influenced to 
buy must be skillfully handled in 
the stores they visit, the Campaign 
Headquarters is preparing a com- 
plete group of small, easily-read 
manuals for the store staff. 

The tone of these manuals is to 
be suggestive and eminently good- 
natured. Their purpose is to lead 
every salesman in every subscrib- 
ing member’s retail store into a 
correct handling of every man 
customer who comes in to 
learn more about men’s shoes 
than he had previously known 
—thereby making himself an 
active prospect for a sale, if 
the right kind of salesman- 
ship is applied to him. 


MONG the many regula 
functions of the Four- 
Year Campaign will be collect- 
ing and preparing in text form 
all real news about the men’s 
shoe business. The Campaign 
Headquarters will be a clear. 
ing-house for all that is inter- 
esting about this great in 
dustry, and will suppl) 
attractive items of authenti 
news to the Associated Press. 
the newspapers and the maga 
zines. 
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Sets Another Record 


UR early predictions of the increas- 

Fi— ing demand for real fine shoes is 
substantiated by our record break- 

ing stock shipments for August 

which exceeded a year ago by nearly 100%. 


Get your share of this profitable business by 
putting your sales efforts on Nettleton shoes. 


The Nettleton In-Stock Department, the 
largest in the world of men’s real fine shoes, 
is ready to serve you with 55 different 
lines covering every possible requirement 
for fine shoe retailing. 


Write for New Fall Catalog and full details 


of our local merchandising cooperation. 


A. E. NETTLETON CO. 
H. W. Cook, President 
SYRACUSE, N.Y. 
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A good number to keep sized 
up in Black and Brown Kid 
and Black Patent. Medium 
and full toes. 12 and 14/8 


heels. This 


steady 
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model is a safe and 

reorder type. me OM 
Darling’’ and ‘‘Beauty Arch’’ 
construction. 



























shoes meet the requirements of mer- 
chants who know the value of correct 
fitting, beautifully designed footwear. 


Our “Beauty Arch” Shoe has distinc- 
tive and exclusive corrective features 
that attract and hold customers. 


“Beauty Arch” and “Dr. Darling” 
shoes increase sales and profits. 


A salesman is always near you. 


Sherwood Shoe Co. 


Rochester, N. Y. 
Makers of “Beauty Arch” Shoes 


NEW YORK CITY 


R. F. Schneider, 907 Marbridge Bldg. 


CHICAGO 


F. J. Le Pine, 1618 Republic Bldg. 


PHILADELPHIA 


W. F. Schoell, 119 So. 4th Street 


LOS ANGELES 


G. C. McAtee, 706 Forrester Bldg. 


DENVER, COLO 


W. B. McNutt, 218 Charies Bidg. 


PITTSBURGH, PA. 


Harry Waldron, Hotel Henry 









































24, 1927 


September 24, 1927 BOOT AND SHOE RECORDER 








C, W. Conaway ne F. W. Ochs 


AnOld Established Organization 
of Shoe Style Designers 


With branches in Brooklyn, St. Louis, Chicago and Milwaukee 


has opened 


A Brand New Outfit 


at 134 Summer Street. Boston 


WHICH IS DELIVERING 
A Really Superior Shoe Style Designing 


Service to New England Shoe Manufacturers 


N the “heart of the Shoe and Leather District’ we have a corps of 
expert artists, designers, modellers, and a completely equipped 
shop organization, busily engaged in the production of the 
latest shoe styles and patterns for New England manufacturers. 


CONAWAY-WINTER-OCHS, Inc. 


New England 
SHOE STYLE DESIGNERS 


134 Summer Street, Boston, Mass. 
Paris Vienna London Brooklyn St. Louis Chicago 
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Meet 


“Weatherbirds” with Damphlex Soles 
Ready for Quick Shipment 


Misses’, Tap Rubber Heel, 12-2, C, Dand E.......... $2.75 
FLEXIBLE SOLE 

Child’s Rub. Sp. Heel, 844-1114, C, Dand E......... 2.40 

Infants’, Sp. Heel, 5-8, D and E.................. 2.00 


1062—“Weatherbird.”’—Tan Calf, Double, Welt, Damphlex Sole, 
Cross Creased Vamp, Trotter Last, Blucher. 


1022—Same in Gun Metal. 


The Damphlex soles of Peters “Weatherbirds” are made from the finest oak leather treated by 
a special process which waterproofs the leather and makes it very flexible. 


These “Weatherbird” specialties are made over wide-toe, correctly shaped lasts to insure healthy 


feet and happy days. 


All “Weatherbirds”—a big assortment of high and low styles-—are carried in stock for quick 


shipment. 


You can feature them for a big repeat business on children’s shoes— 


Solid Leather Footwear of Style and Quality 


Salesmen Sent Quickly on Request with the Complete Line. 
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Who’s Who on the Road 


“A Store Is as Progressive as the Man Behind It,” Says N.S.T. A. 
Educational Chairman, J. J. Kaltenbrun 


J. WATSON, recently with E. P. 
* Reed & Co., and prior to that with 
Lounsbury-Mathewson Co., with a 
plendid selling record back of him on 
the selling of women’s shoes, and with 
wide acquaintance the country over, 
recently joined the sales force of F. E. 
Adams Shoe Co., Seabrook, N. H., and 
sells this line of women’s turns to the 
larger cities of the country, including 
Baltimore, Washington, Pittsburgh, 
New York City and the principal cities 
in New England. Mr. Watson makes 
his headquarters in New York. 





S J. .LARKEY 
* well known to 
his many friends 
in the trade 
through his past 
experience in rep- 
resenting the Clin- 
ton Shoe Co., is 
now representing 
the Harsh & Chap- 
line Shoe Co., of 
Milwaukee, Wis., 
in western Michi- 
gan. Mr. Larkey 
is enthusiastic over 
his new line and 
has had a very successful first season. 





S. J. Larkey 





EW salesmen have been added to 

the H. C. Godman Co.’s shoe trav- 
eling force as follows: R. E. Dean, 
eastern Arkansas; Lander Fulton, 
western Oklahoma; Wade Saxon, Ar- 
kansas and Oklahoma, and Ww. i. 
Mowery, southern Missouri.—(UTPS). 





E. OLDA- 
*KER, well 
known _ through- 


out the East and 
Middle West 
from a long and 
valuable experi- 
ence as a manu- 
facturer and con- 
tact man with 
orthopedists and 
health shoe advo- 
cates, recently 
became affiliated 
with the Inter- 
state Shoe Co. 
branch of the International Shoe Co., 
of Manchester, N. H., and will devote 
his entire time to the establishing of 
“Prop-her” Arch shoe agencies. Mr. 
Oldaker will cover New York State, 
New Jersey, Pennsylvania, Ohio, In- 
diana, Delaware and Maryland, as spe- 
cial representative for The Interstate 
Shoe Co. in the featuring of the “Prop- 
her” Arch line, and will also promote 
gy and give merchandising helps. 

Oldaker has long concentrated on 
mis type of footwear, and has made a 





A, E. Oldaker 





By HELEN M. HANEY 


special study of the feet and their re- 
lation to shoes, and also “to the prac- 
tical demonstration of a fact,” he says, 
that “the correct shoe avoids the cor- 
rective.” 





RED ZORN of Buffalo, who travels 

for W. B. Coon Co., is convalescing 
after a severe illness. He expects to be 
back on the road again soon. His son, 
Victor Zorn, is taking care of his 
father’s trade during the elder Zorn’s 
sickness. 


FOE 


“HOW TO PICK OUT LIVE 
MERCHANTS” 


(By James J. Kaltenbrun, N. S. 
T. A. Educational Chairman) 


James J. Kaltenbrun, N. S. 
T. A. educational chairman and a 
well known shoe traveler of Co- 
lumbus, who has been prominent 
in association activities, both =: 
with the National Shoe Travelers’ | 
Association and the Ohio Shoe = 
Travelers’ Association, in discus- 
sing live retail shoe merchants 
recently, said: “How to pick out 
live retailers” is a question that 
is easily answered. “Turn me loose 
in a strange town,” said Mr. 
Kaltenbrun, “give me a list of 
the retail shoe stores, and I will 
agree to pick out the four best = 
without entering the front door 
of any store. And I believe that 
I can place those four stores in 
the order of their standing in re- 
gard to the volume of business 
and growth. Location, the ap- 
pearance of the store front, win- 
dows and window displays, tell a 
striking and illuminating story 
to all of us. Amount of space 
and character of advertising add 
to these sufficient evidence to 
form a very satisfactory deci- 
sion.” 


A Measure for Progress 


“Inside I should expect to find 
stocks, furnishings, arrange- 
ments and displays in keeping 
with the windows. Few men 
nowadays put ‘a fifty-dollar sad- 
die on a_ twenty-dollar hoss.’ 
Back of all this pleasing atrac- 
tiveness, this up-to-date estab- 
lishment, I will find a guiding 
hand that meets all demands for 
punch, pep and progressiveness. 
You cannot have a store bigger, 
better nor more up-to-date than 
the man behind it—it is bound to 
reflect the proprietor’s knowl- 
edge, skill, push and outlook on 
lige in general.”—(UTPS). 














J G. LLEWELLYN, of Huntington 
* Park, Cal., who represents the 
Ault-Williamson Shoe Co. of Auburn, 
Me., and St. Louis, on the Pacific Coast, 
came on to Boston right after the sales 
convention at Poland Springs, to sail 


to Paris with the American Legion boys 
and their friends for the big conven- 
tion in “the Gay French Capital City.” 
Mr. Llewellyn is a World War vet, and 
‘cross seas is his first since 
in World 


this trip 
his expedition “Over There” 
War days. 


A. TERHUNE, 

* veteran trav- 
eling shoe _sales- 
man, recently re- 
tired from _ the 
road, after a forty- 
two - and - a - half 


years’ affiliation 
with the  profes- 
sion. Ed bade his 


official good-byes 
to the trade of 
the Southland and 
elsewhere on Au- 





gust 1, as it was Ed A. Terhune 
on that date that 

the forty-two-and-a-half year mark 
was reached Mr. Terhune would 


have continued to visit his many friends 
as shoe manufacturer’s representative, 
until he had rolled up at least half a 
century of trips to his credit, were it 
not for the failing health of his wife. 
“But who knows,” said Ed. “The call 
of the road is most alluring to an old 
traveler like me—and perhaps the 
trade will see me booming forth again 
within the next 20 years. Therefore 
I am not saying good-bye to the road 
now, but just ‘au revoir.’ ” 





AY V. ZART- 

MAN, who 
carried the G. Ed- 
win Smith line in 
Southern territory 
for more than 20 
years, has recently 
joined the sales 
force of the Selby 
Shoe Co., of Ports- 
mouth, and now 
carries that line 
exclusive of the 
Arch Preservers in 
New York State. R. V. 
Chan D. Risley, 
who has been covering New York State 
for the past dozen years, will carry the 
Arch Preserver of the Selby factory ex- 
clusively, while Mr. Zartman will have 
all of the balance of the Selby products, 
including “Tru-Poise,” “Iris” and the 
“Selby Deb” welts. For the first trip 
Messrs. Risley and Zartman will make 
the territory together.—(UTPS). 





Zartman 
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>, Bostonian Shoe Cream is specially compounded 

to meet the demand for shoe polish, safe to use 
SSL 4 v, : on present day tannages of black, brown and 


all combinations of modern novelty kid and 
calf leathers. 
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Advance the national interest in beautiful shoes by cultivating the 
companionship of footwear and Bostonian Shoe Cream. It is the 
most logical thing imaginable to suggest the purchase of Bostonian 
Shoe Cream when shoes are sold. They go together. The utility 
of one without the other is jeopardized. Customers not supplied are 
not solidly sold. Dissatisfaction with their shoe purchase often can 
be attributed to lack of proper polish. Why court the consequences 
when so.easily avoided? 


SIX PACKAGES A DAY IS A GROSS A MONTH 


N. B. Sell only six packages of Bostonian Shoe Cream every working day 
for a month and you take the profits of a gross. A nice “piece of 
change,” with practically no effort. Where is the shoe merchant who 








Try it on your car. 





Cr Use Bectonten seas cannot do that—and beat it? Profits not taken make losses to be taken. 
colors, Use black for CARRIED IN STOCK BY ALL JOBBERS 


black parts—spreads easi- 


=e WHITTEMORE BROS. 


IT’S GREAT! Shoe Polish Manufacturers Nearly a Century 
BOSTON, MASS. 
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HE Converse certified line of rub- 

ber footwear is once again ably 
represented in New Hampshire by 
Louis Lelyveld, who has been traveling 
the principal towns and cities of New 
England for the past several seasons, 
increasing Converse sales in those 
places continually. Mr. Lelyveld is en- 
thusiastic over this season’s samples, 
which comprise many novelty gaiters. 
Mr. Lelyveld says: “These novelty 
gaiters in their attractive colors make 
ready sellers. The special patented 
rubber heel used on the Converse ga- 
loshes outwear the soles in many cases. 
I am certain to break all sales records 
on this trip.” 


AM D. McNAGHTEN, Pacific Coast 

representative of the George B. 
Leavitt Company, has been spending 
the past few days at their factory in 
Farmington, N. H. He is now on his 
way to the Coast with his new samples. 
After seeing the way the new creations 
are coming through the factory, Mr. 
McNaghten says that he feels his cus- 
tomers will want all the shoes they can 
buy. 


HE annual sales convention of the 

Irving Drew Company, manufactur- 
ers of Drew Arch Rest Shoes, was held 
at the factory in Portsmouth, Ohio, on 
September 1 and 2. All salesmen and 
executives of the company were pres- 
ent. T. C. Lloyd, vice-president of the 
company, presided over the sales ses- 
sions and introduced W. F. Marr, the 
new general sales manager, who will 
take immediate charge of the Drew 
sales force. The unusual enthusiasm 
which marked the meeting was largely 
due to the new styles in the Drew line 
and the national advertising campaign 
which has been behind the Arch Rest 
line for the past 10 months. H. B. 
Bohr, who styles the Drew Arch Rest 
line, gave several interesting talks on 
shoe designs. Irving Drew, himself, 
who has long been associated with the 
shoe industry, founder and president of 
the company, attended all sessions. He 
called upon eleven of the men present 
who were with him when the company 
was organized 22 years ago and have 
been in continuous association ever 


SNAPPED AT THE ANNUAL SALES CONVENTION OF THE 
Top Row—W. E. Bittner, Frank James, Walter Munro, B. K. Farnham, E. A. 





THE LOVELEYS ARE RECOV- 
ERING 





George J. Loveley 


The many friends of George J. 
Loveley, who travels New Eng- 
land and Canada for the Dalton 
Shoe Co., who with his wife were 
seriously injured in an automo- 
bile accident on Aug. 2, while 
riding from Manchester to Con- 
cord, N. H., will be glad to learn 
that they both have now almost 
completely recovered, and that it 
will not be many weeks before 
Mr. Loveley will be out again in 
his machine calling on his old 
customers, with Mrs. Loveley 
taking her turn at the wheel. 
Meanwhile, they are both conva- 
lescing at the Margaret Pillsbury 
Hospital, Concord. 





since, paying them sincere tribute for 
their loyalty. Frank G. James and 
Walter J. Munro, of the Sweeney and 
James Company, advertising counsel 
for the Irving Drew Company, were 
present and made short talks. Mr. Ho- 
bart, a representative of the Commer- 
cial Research Division of the Curtis 
Publishing Company, also addressed the 
meeting on the relation of advertising 
to selling. 


URING the week ending Sept. 3, 81 

sales representatives of the God- 
man and Miller-Lerch lines of Colum- 
bus attended their usual semi-annual 
sales conference. The salesmen left 
immediately following the conference 
for their respective territories, carry- 
ing a special sales proposition which 


Drew, N. L 
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they will be in a position to offer to 
the trade for a six weeks’ period, or 
until Oct. 15, with delivery dates on 
orders booked on the special plan up to 
and including Jan. 1. In the confer- 
ence J. Elmer Jones, secretary and 
sales manager of the company, gave 
facts and figures relative to the world- 
wide shortage of hides and leather and 
predicted that with the fundamental 
conditions underlying the hide situa- 
tion the market would stay at about its 
present level. No leather or shoes have 
yet been sold on the basis of present 
hide costs, and this means that there 
must be a further and material advance 
in the cost of footwear.—(UTPS). 


IFTY salesmen of the George E. 

Keith Co. are now in their terri- 
tories, after what they have termed “a 
series of most helpful and enthusiastic 
sales conferences.’”’ The general senti- 
ment of the big gathering of salesmen 
and factory and home office executives, 
held at the Walk-Over Club recently, 
was that the recent influx of orders 
is but the forerunner of good business 
to come. 

Speaking for the Walk-Over sales- 
men, J. Joseph Condon expressed the 
loyalty and confidence of the sales force 
in the company and its policies and in 
New England. As a representative re- 
tail merchant, Irving B. Howe of A. H. 
Howe & Sons, Boston, spoke from the 
shoe merchant’s viewpoint and said 
that all indications point to a period 
of good business. The final speaker of 
the evening was Harold C. Keith, pres- 
ident of the George E. Keith company, 
who gave a comprehensive survey of 
the shoe situation, illustrated by a se- 
ries of charts, and stated his belief 
that “the corner” had been definitely 
turned on the road to better business, 
and had been turned for several months. 
Sales Manager Ernest A. Burrill pre- 
sided at the meeting which followed a 
dinner served in the Walk-Over Club. 
Mr. Burrill mentioned that more busi- 
ness is being done in the retail stores, 
that the Walk-Over product is of a 
higher quality than ever before, sales 
and advertising departments are func- 
tioning smoothly, and that everything 
points to a successful season. 


IRVING DREW CO. 
Levy, W. E. Crichton. G. W. 


Woodruff, R. C. Burt, N. E. Perry, Philip Pfarr, W. F. Marr, C. H. Miller, T. C. Lloyd, L. D. Cunningham, H. B. Bohr, E. B. 


Stone, I. E. Stephens, H. R. Estes, C. F. Getsinger, C. W. Emrich, L. P. 
Sprague, L. T. Spencer, C. R. Maxwell, C. C. Burt, O. R. Brundage, J. M. Graham, Irving Drew, Eli Smith, G. W. 


C. L. Spencer, W. A.-Atris, F. W. Drew 


Maguet, C. R. Wise, Mr. Richards. 


Seated—O. P. 
Kindschi, 
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_ GQDDYEAR GLOVE 


RUBBER FOOTWEAR 











Goodyear Glove Brand 


Distributors 





Smart Glove Gaiters 


ALBANY, N. Y., Smith and Herrick Co. 

ATLANTA, GA., Gramling, Spalding and 
Collingsworth 

AUBURN, N. Y., Hollister and Noble 








Along Fifth Avenue, in the hotels and restaurants, wherever 

= BALTIMORE, MD., George P. Thomas, 
smartly dressed women assemble, there Glove Brand Gaiters will r. 

BOSTON, MASS., Hutchinson-Winch 









be found. 

d BUFFALO, N. Y., Goodyear’s I. R. Selling 

er: —— " Company, Inc. 
The “Fifth Avenue,” with automatic fastener, and The “Strand,” CHICAGO, ILL., Goodyear’s I. R. Selling 

i e ompany, ne. 
which can be put on and taken off QUICKER than the automatic, Marion Rubber Company 

« INCINNATI, 10, Th 

are two of the most popular numbers in the Glove line. eee 
The Charles Meis Shoe Company 






— OHIO, Cady-Ivison Shoe 
0. 





Buy Glove Brand merchandise. Style leaders for Three Genera- 
tions, the latest, the smartest in waterproof footwear will always COLSESUS, OUEO, Baten Reiter Co. 
be hinil fs td: lines Si DENVER, COLO., The Colorado Rubber 






nm ne lifer, 


Co. 
DETROIT, MICH., Marion Rubber Co. 
Cady-Ivison Shoe Co. 


Buy Glove Brand GRAND RAPIDS, MICH., Marion Rubber 
ompany 
Waterproof Footwear HONESDALE, PA., Durland-Weston Shoe 
ompany 
HOUSTON, TEX., Miller Brothers 
’ INDIANAPOLIS, IND., Crowder-Cooper 
GOODYEAR’S I. R. GLOVE MFG. CO. Shoe Company F 
LANCASTER, PA., Long and Davidson 
LOUISVILLE, KY., Jno. J. Schulten and 











MARION, IND., Marion Rubber Company 

NASHVILLE, TENN., Richardson- 
Crockett Shoe Company 

— ORLEANS, LA., Keiffer Brothers 







NEW YORK, N. Y., Goodyear’s I. R. 
Selling Company, Inc. 





Morse and Rogers 

PCRS SRN, PA., H. B. Hanford 
oO. 

PITTSBURGH, PA., Goodyear’s I. R. 
Selling Company, Inc. 

_— ORE., Goodyear Rubber 
°. 

ROCHESTER, N. Y., United States Rub- 
ber Company 

SAN FRANCISCO, CALIF., Goodyear sl 
Rubber Company 






























ST. LOUIS, MO., Brown Shoe Company In 
Central Shoe Company th 

ST. PAUL, MINN., Goodyear’s I. R. 
Selling Company, Inc. 80 
SYRACUSE, N. Y., Dunn-Salmon Com- it 
"oa of 
—— OHIO, The Ainsworth Shoe | 
0. 8Oo 
UTICA, N. Y., The Hurd and FitzGerald b 
Shoe Company u 
WARREN, OHIO, The Warren Rubber wi 

o. 

WHEELING, W. VA., Locke Shoe Com- the 
pr 


pany 
WILLIAMSPORT, PA., J. E. Dayton 





HO | 





Co. 
YORK, PA., D. S. Peterman and Co. 
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UBBER shoe manufacturers 
R report that they are meeting 
with much success on advance 
canvas business. They state that 
there does not seem to be the hesi- 
tancy on the part of dealers in an- 
ticipating on this merchandise that 
has been manifest in other years. 
They attribute this to the fact that 
although the cotton market has been 
soaring, canvas rubber soled shoes 
have not shown any general advance 
and in no way have reflected the raw 
stock market. Those merchants who 
have the biggest canvas shoe trade 
report that there was a very definite 
and increased demand on the part of 
the public last year for children’s 
canvas shoes of good wearing value, 
and that there have been recent re- 
peat orders on their quality canvas 
rubber soled shoes, as mothers and 
fathers find that by 
buying this _  foot- 
wear they can save 
from $2 to $3 a pair 
over the prices of 
leather shoes and that 
canvas rubber soled 
shoes admirably an- 
swer the purposes of 
the kiddies in their 
scuffings around the 
back lots and school 
yards. Then, too, 
parents are buying 
new canvas shoes for 
the “gym” activities 
of their youngsters 
in added _ volume. 
Conditions in canvas 
shoe selling are look- 
ing decidedly better 
than they have for 
some time past, and 
it looks to the makers 
of canvas rubber 
soled shoes like a 
busy canvas season 
when the ticket on 
the 1928 run of the 
product is started 
through the plants 
about Jan. 1 next. 


HE heavy rains 
of August started 
a brisk demand on 
retail shoe stores for 
light rubbers. The 


saying, “It’s an ill wind that blows 
nobody good,” has been exempli- 
fied in the demand of the public for 
slip-ons and for high and low rub- 
bers. The ladies found that they 
could buy the slip-ons to harmon- 
ize with their leather shoes; that 
they did not increase their weight 
when over the shoe but by a mini- 
mum; that they were dainty, and 
could be carried in an attractive 
case inside their pocketbooks. The 
men bought clogs, as well as foot- 
holds and high rubbers, while the 
boys and girls of school age bought 
the regulation black rubbers, for the 
most part, with a few tans sprinkled 
in by fastidious mothers so that 
shoes and rubbers might match. 
The rains of August surely did a 
good rubber shoe selling service for 
the retail shoe merchant, as well as 


A picturesque Keds Shop in Batavia, Java, where canvas rubber-soled shoes 


are year-round sellers 
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E Public Demanding Light Rubbers 


Dealers Anticipating Heavily on Canvas 
Novelty Gaiters Interesting Buyers 


for the rubber shoe manufacturer. 
And not only did this light rub- 
ber shoe selling stimulate immedi- 
ate sales on this type of footwear, 
but it suggested to the public that 
gaiter selling time is near at hand. 
Many of the staple and semi-staple 
numbers in gaiters have already 
been purchased in large numbers by 
the boy and girl going away to col- 
lege, and already the woman of 
fashion—and each year there is an 
increasing number of this class—is 
asking the retail shoe merchant, 
“What are you going to show in 
overshoes this fall?” Big buyers are 
ordering freely on semi-staples, and 
are also having many exclusive nov- 
elties made up for them. Rubber 
shoe plants are very busy just now 
on novelty galosh making, and the 
many brand new types soon to be 
presented by the lead- 
ing makers may be 
classed as definitely 
“different” both as to 
pattern, color and 

material. 


O sell more pairs 

of gaiters, or can- 
vas rubber soled 
shoes, or light weight 
rubbers, con- 
sistent and persis- 
tent advertising is a 
course followed by 
progressive 
merchants, on the 
theory that although 
the public may not 
need this merchan- 
dise at the moment, 
they will need it later 
on, and hearing fre- 
quently that a cer- 
tain shoe store in 
their neighborhood 
specializes on rubber 
shoes and canvas rub- 
ber soled shoes, they 
know where to go 
when they want this 
type of footwear. 
The wearing of rub- 
bers by children as 
an insurance against 
colds and more seri- 
ous sicknesses is a 
good publicity point, 
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Merchants Shoe Co. 


offers the fast selling 
Jeanne Mule Pump 


IN-STOCK 


Midnight-Blue Kid 
Black Moire Satin 
Gun Metal Lustre 
Blue Flower Velvet 
Red Flower Velvet 
Brown Flower Velvet 


Black Flower Velvet 


$4.25 


Black Patent 
Black Velvet 
Blue Velvet 


$4.00 
19/8 Spike—A-B-C 


No initial orders for less than 12 pairs 





57 Lincoln St., Boston 








“Nothing But The Best” 


—Goodwin Fixtures 
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Brunswick Taboret 


Circassian Walnut 
with Gold _ Stripes. 
Top 14” x 14”, 30” 
high, $15.00. 






One seems never to tire of Goodwin 
Fine Fixtures. They “wear well” 
season in and season out, for they 
are designed and made by the master 
shoe-store and shoe-fixture builders 
—who know best what shoe men 







need. 







Illustrated price list on request. 
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Shoe Store Fixtures 
Store Designers and Store Builders 


WORCESTER, MASS. 
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Thousands of letters 


come (from everywhere) asking for our 
Most Shoes Don’t 


The writ 





a busy business street 








shoppers get it 


Take either half of 
booklet, “Why 
Fit.” 


alf the able-to-bu 


It is pulling business—possibly from customers that 
you thought were yours. 


this advertising goes into half of all the hom 
desirable residence district. 


national advertising of Wilbur Coon Shoes. 
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“Tl buy 
where your shoes are 
sold, to be fitted properly.” 


Wherever there is a representative Wilbur 
Coon dealer you find a prosperous dealer. Wil- 
o bur Coon Shoes come in sizes 1 to 12, AAAA to 
EEEEE—some 100,000 pairs always in stock for immed- 
iate delivery—developed over special measurement lasts that 
produce a remarkable fit and bring customers back—retailing 
at $8 to $11 with a generous profit for you—and no losses on 
mark downs. Write for the full facts on greater profits. 


/ 


Reg. U. S. Pat. Off. 


37 Canal Street Rochester, N. Y. 
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SHOE STORE SERVICE SECTION 


Devoted to Findings, Fixtures and the Proper Display of Merchandise 








What Kind of Advertising Your Store Should Use— 


HERE are many forms of ad- 

| vertising available to the shoe 

merchant. His problem is not 

so much “Where can I put the ad- 

vertising dollar?” as “Where can I 
get the most out of it?” 

There is no set formula govern- 
ing this. There couldn’t be, for the 
reason that every store has its own 
set of conditions to meet—for in- 
stance: The store is now drawing 
trade from a certain district on a 
certain class of people. The lines of 
least resistance for expansion 
might be in that same district or 
among that same class. On the 
other hand, it may be serv- 
ing several classes from 
several localities. Ease of 
expansion may be equally 
easy in all these classes or 


How Much—And When 


importance in each class of media 
chosen should not be allowed to use 
up enough money materially to 
weaken your campaign in the major 
ones. But, as previously pointed 
out, what is the most important 
medium for Smith may be the least 
jmportant for Jones. 

In this article we will discuss 
newspapers. In subsequent Shoe 
Store Service sections we will take 
up other media. 

A store in the central business 
district of a city can use newspaper 
advertising very profitably—can af- 
ford to use it liberally. 


To Help Sales in 


A merchant in an outlying dis- 
trict of the same city should use it 
more sparingly if at all, because a 
considerably smaller percentage of 
the readers of the metropolitan 
papers pass his store. 

He can get quicker and stronger 
responses by concentrating on those 
for whom the store’s location is rea- 
sonably convenient. However, it 
should not be overlooked that the 
location is convenient enough for 
those who during business hours 
ride by on the cars passing the store 
or on transfer lines within a mile of 
it; also those regularly passing 
within a mile by auto. 

This outlying merchant 
can afford to use a metro- 
politan paper if more than 
half its circulation reaches 


evangnn 4s sengsonnenannnne sat 


localities; though it is 
likely that some of them 
would respond more read- 
ily than would others to 
this store’s advertising. 
So, unless the advertising 
appropriation is enough to 
cover all these localities 
and classes regularly with 
frequent ads, the media 
should be selected with a 
view to concentrating on 
those which will bring in 
immediate business at the 
lowest selling cost. 

The classes of media are 
many; but leaving out 
those which come under 
the head of “charity” or 
“politics,” we have: 

Newspapers 

Handbills 

Direct mail 

Outdoor 

Novelties and souvenirs 

Theaters and _ sports 
(programs and signs) 

Each of these should be 
considered with respect to 
the advisability of having 
it on the budget. Then 
their relative importance 
should be carefully 
weighed and those of lesser 








October 


Oct. 1-8—Put in an attractive Autumn Sports 
Window. Prepare special window settings for 
Wet Weather Footwear, Hosiery Week, Party 
Footwear, Hallowe’en. 

Hold a sales meeting and take pains to post 
the clerks thoroughly on the selling points of 
each shoe. 

Check up on your lighting—both window and 
interior. It is essential to have a bright evenly 
diffused light down on the shoes. Any addi- 
tional equipment that may be needed should be 
ordered now. 


Oct. 10-15—Most of your customers will call 
for black shoes. Sell them the idea of alternat- 
ing tans with the blacks. In many instances you 
can by this means sell two pairs instead of one. 

Now is the time to order your display material 
for the holidays. The rush is on and several 
weeks may be required for. production and de- 
livery. 


Oct. 17-22—A hosiery week could profitably be 
put on now or soon, Show appropriate hosiery 
for each pair of shoes. Show both hosiery and 
shoes in conjunction with some complete costumes 
borrowed for the occasion from a non-competing 
costumer. 


Oct. 24-31—Feature winter weights in ads and 
windows. Show with them some artics and other 
outer footwear for blustery days. 








people for whom, on this 
basis, the location is con- 
venient. He can afford to 
use a ‘ ‘neighborhood” 
paper if it blankets the 
locality from which his 
resident trade should come, 
but rarely is it profitable 
to use both this and a 
metropolitan paper. 

The centrally located 
merchant in a small town 
should use the local paper 
if it has coverage—but not 
if the majority of residents 
pass it up, as is the case 
in many places near large 
cities. When the local 
paper is surpassed in cir- 
culation by outside metro- 
politan dailies, it is seldom 
a profitable advertising 
buy. 

In most towns there is 
one leading paper, which 
carries the most local ad- 
vertising. The average 
shoe merchant needs no 
more than this one paper, 
though some can profitably 
use a second paper if its 
circulation doesn’t too 
much overlap that of the 
first paper. 
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p. aa » Kallen, President of the . Tare 
Dew Brug Conspenn Glas, “\ “For every dollar that is left in Pe 
ay ge yang slaves cquioped “ 
Wuabaat daereiee a store, there’s another dollar = 0 
2 ave 
that walks out because it wasn’t ting. 
properly invited to stay.” 
OU can stop these es- D. C. KELLER. Commenting upon the value 
caping dollars — you of Grand Rapids Fixtures 





ile Meilin liie on Mr. Keller has this to say: 


Stay with proper store planning and fixtures. ‘The writer personally desires to suggest tha 
You can make customers conscious of many arti- you point out to all retailers the importance an¢ 
cles that they want and need, surround them with value of modern store fixtures as business build. 
buying suggestions. ers. We have never re-built a store which did not 
That’s modern merchandising. greatly increase its business because of its new fix. 
For, proper display can and does stop the escap- tures and improved appearance.” 

ing dollar. Proper planning has in mind a That is the reason Grand Rapids Store Equip 
silent yet sure appeal to every buying sense. ment is considered the best investment any 
Proper store arrangement is continually merchant can make. Send coupon for our 
at work, suggesting, inviting, reminding latest literature and information on store 
—stopping dollars before they get away. planning. There is no obligation incurred. 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


GRAND RAPIDS, MICHIGAN 
Succeeding 
THE GRAND RAPIDS SHOW CASE COMPANY WELCH-WILMARTH CORPORATION 












Factories 
Grand Rapids Portland, Ore. 
Baltimore New York City 








Branch offices and representatives 
in most principal cities 


Z-9 






Grand ae Ragits Store Equipment Corporation 
Grand Rapids, Michigan 

Gentlemen:—Please send literature and information on 

your planning service and store equipment. 
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Using Color In the Window 


It’s Important to Know When to Stop 


will take for granted that 
you have arranged to have 
on hand a good line of shoes 


—styles and colors up to the min- 
ute; also assuming that the general 
appearance of your store is good and 
that you have a location where shop- 
pers congregate. You have perhaps 
one of the best ad men to plan your 
publicity. And, these things consid- 
ered, you are “all set” for business, 
so that business should naturally 
gravitate to you. 

The final appeal which clinches a 
sale, however, is the reaction you 
get when the shoes are presented in 
your show windows. 

To make the shoes alluring and to 
make a picture of human interest 
out of your show windows you must 
have the proper background or set- 
ting. Good taste, or we may say art 


ee 








By J. CLARENCE BODINE 
President, Bodine-Spanjer-Janes Co. 


in the presentation, means art in 
business, and this use of artistic 
taste reflects directly on the shoes 
you offer for sale. Good general 
color for your background, set off 
here or there with a feature that is 
seasonable, will work wonders. 

We will refer again to a sense of 
good taste or artistry to produce the 
desired effect. Use art. Use attrac- 
tive color. Use enough. But know 
when to stop. 

Don’t try and put everything in 
the window, including the kitchen 
sink, in an effort to get your result. 

If enough of anything is very good 
looking, remember that twice as 


much would not look half as well 
Make the background throw interest 
directly to the merchandise. 

In Fig. No. 1 is shown a deco- 
rative setting, light in color, which 





Figure 1A women’s shoe trim against a background of Caen stone 


will brighten up the entire window. 
This somewhat plain paneling is 
made more interesting and season- 
able by adding a huge custom vase 
on the center panel, filled with color- 
ful autumn flowers and foliage. 


T is necessary to place suitable 

window cards here and there, 
carrying the sales message. This 
must be done carefully and be 
prompted by your knowledge of the 
people in your vicinity. 

In Fig. No. 1 we show women’s 
shoes; in Fig. No. 2 we present 
men’s shoes. In these photographs 
we do not show a great number of 
styles; three or four times as many 
shoes could easily be placed in this 
window to advantage. 

If your show window has a neat 
background but one that is too plain 
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OC Open Your Door 
to Bigger Profits with 
American Interlocking Shoe Store Chairs 


Beyond good values and smart merchandise, the modern shoe store 
must offer shopper attraction. For unattractive stores and obsolete 
seating equipment create an old-fashioned atmosphere. Shut out and r 


shoe store profits. Literally close your door to willing buyers. 3 A 
pu 





desig 


Equipped with American Interlocking Shoe Store Chairs, your stand: 
store takes on a profit-building transformation. Radiates distinc- 
tion, progressiveness, good taste. And as a result, it becomes the 


too 1 
Fabri 
preferred shopping-place for particular people. “American” Chairs 
open your door to those profits which good values and smart mer- 
chandise alone cannot bring. 


32-Page Book and Service—Free 


Thousands of shoe stores from coast to coast have found the key 
to bigger business by letting our Shoe Store Service Department 
solve their seating problems. Without any obligation to buy, our 
engineers and draftsmen will be glad to lay out your store for 
maximum attractiveness and efficiency. Simply send us rough 
layout. Our interesting and helpful 32-page book, “New Styles 
in Shop Seating,” also sent free to owners and managers. 


ree! 


==S=S===== === 
AMERICAN SEATING COMPANY 
1016 Lytton se Chicago, Illinois 


Gentlemen: Sen me, pelewpe iblienio heiptul 
eaeeaee:, Send me: grithosto — teas 
































1016 Lytton Bldg. Chicago, Illinois 


Branch Offices 
< New York: R. 601-119 W. 40th Se. 
Philadelphia: R. 703-1211 Chestnut St. satan: i aheeeedh a 
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or severe, the remedy is to add a 
feature that will beautify and trans- 
form the entire effect. 

In Fig. No. 3 is shown a decora- 
tive valance of carved scroll work 
which would relieve the plainness of 
a background panel. A pleasing re- 
sult also could be obtained by using 
a valance made of fabric in good de- 
sign and color. 

Take the hard, barny effect out of 
your window background and the 
shoes will show up 1000 per cent 
better. 


MODERN decorative tabie dis- 

player such as in the center of 
Fig. No. 1 is a very convenient piece 
of show window furniture and is en- 
tirely new for featuring shoes. The 
tall brace of shelves on either side 
of the table are effective and will 
help greatly in adding charm to the 
merchandise. 

Small figures in bronze supporting 
a single shoe can be used advanta- 
geously to present a special line of 
design or color that you advocate 
and recommend to your customer. 

In using fabric of any kind to 
“puff” or drape over fixtures or 
stands, select a good color, but not 
too much nor too many colors. 
Fabric of the type shown in Fig. No. 
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Figure 3—Decorative wood valences, good for use against plain backgrounds 


1 is especially good for a window 
showing women’s shoes. 

Wrought iron fixtures of artistic 
design, as in Fig. No. 2, are espe- 
cially good against a background in 
Caen stone or ecru color, either in 
paint or curtain fabric. The dis- 
player stand shown at right of cen- 
ter is effective in a bright Chinese 
red, black and silver leaf edged 


shelves, and will attract attention to 
the shoes exhibited. The tall candle 
piece at left of window is interesting 
and aids greatly in taking away the 
somberness which sometimes pre- 
vails. 

(Note: An article on costs for 
maintaining correct settings will 
appear in a subsequent Shoe Store 
Service Section.) 


Figure 2—A men’s shoe display, using the same background as in Figure No. 1 
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Settings Panels 
Backgrounds 
Art Objects _— Paintings 
Artificial Flowers 
Fabrics and Displayers 
For Your Show Windows 


Sales plans for chain stores. 





Bodine-Spanjer-Janes Co. 
637 West Division St. 15 West 31st St. 


CHICAGO 


DECORATIVE 











Special consultation on sales problems 
for the shoe retailer and manufacturer. 











(on Chatham Ct.) NEW YORK CITY 
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645 South Wells Street 





“The Guide to Better Window Displays” 


will show you how to make your Displays attractive 
in both your Windows and Interior 


Write for Your Free Copy Today 
THE ADLER- 


Good Christmas Displays 
mean 
Big Christmas Business 


Put the Christmas Spirit into 
your Customers by bringing 
them into a Christmas At- 
mosphere. 


JONES COMPANY 
Chicago 
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VELVET 
BROCADE 
SATIN 


OONE INA 


PLAS) 


SLIPPER & HOSE 
DV 


24 Colors to a Set 
Refills always on hand 


$15.00 Per Set 
Including Color Card 


EXCLUSIVE AGENTS 


JEFFERSON IMPORT CO. 
1328 Broadway New York 
Marbridge Bldg. 


IMPORTERS OF BUCKLES, MULES, DEAUVILLE 
SANDALS, HEELS, LEATHERS AND BROCADES 
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per day starts the rates at the 
popular Hotel Martinique. Thou- 
sands of discriminating visitors to 


New York 


regularly enjoy the comfortable 
accommodations, splendid food 
and the greatest 


Convenience 


offered by the Martinique — a 
modern, fire-proof hotel situated 
in the very heart of the big city. 
A cordial 


Welcome 


awaits every visitor to New York 
who expects and receives—‘“the 
best without extravagance” at 
the Hotel Martinique. 


A. E. SINGLETON, Res. Mgr. 


HOTEL MARTINIQUE 


Affiliated with Hotel McAlpin 
BROADWAY, 32nd to 33rd STREETS 
NEW YORK CITY 




















A Kawneer Solid Copper Store Front puts an 
entirely different “face” on your building. 
You get the sales-pulling attraction of a new 
store—and you get it at a small fraction of 
the cost. Moreover, you get it without the 
loss of a single day’s business. 


You know from experience how much the 
interior appearance of a store and the counter 
displaying of merchandise has to do with the 
sales volume. Why not attract more people 
to your counters through better window 
displays?’ Your Kawneer Front will extend 
an urgent invitation to stop and look, then 
come in and buy. Largely increased profits 
are the inevitable results. 


SEND FOR IT 


If you are interested in windows that will 
actually produce more sales send for the book- 
let as described in the coupon. 


Kawneer 


S SOLID COPPER § 





SL 














The Kawneer Company, 
1oi1> Front Street 

Niles, Michigan. 

Please send me a copy of “How To Display 

Merchandise to Sell It.” 


TIEN... scuinsecnidnaininneneieuessiinnpuenianeanumninds 
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This 
Better Looking Windows Mean BETTER Sales ben 


we sé 

a part of 

N these days of smart footwear, beautifully styled, your windows need the smartest 7 a 
kind of selling messages and the strongest of selling copy. {] Nine women in With you: 

: ; : : ; , silver or g 

ten shop from window impressions. Your windows will either sell them or they wakes, 
won’t according to the kind of selling spirit that’s in them. {[ The Recorder’s Every mos 
New and ImpRoveED “Selling Messages” are smart and full of real selling a simi. 
punch. {[ They will “‘talk business” for you all through the day and long after age 


you’ve locked your door and gone home. {[ Designed and created by Recorder 100 special 
experts, they have the seasonal authority of style and colors that you need today. 
| RE 


The Better You TELL Them=—The BETTER You Sell Them” ’ ™ 
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-but Different / 


‘Selling Messages’ 
Windows 








Tear off and Mail This Coupon 


This Is What You Receive— 


les WE looked a long time and discarded many types of easels before 
we selected the beautiful polychrome two-toned ones which are 
apart of this service. 


RECORDER SHOW CARD DEPT. 
189 Madison Street, Chicago, Illinois 


Please send me the “Selling Messages” for one 
year. I agree to take this service for twelve 


With your-first shipment of cards you receive four easels either in months and will pay for it at $4.00 a month. 


silver or gold with your store initials hand em- 


bossed in the oval against a dark background. 
Every month you receive eight hand-designed $ 00 
cards similar to those reproduced above, with 


I prefer the (silver) (gold) easels. 


This store carries men’s, women’s and chil- 
dren’s shoes and hosiery. (Cross out lines 
not carried.) 


different shaped cards each month .. . full of Per 
peppy selling messages and every two months M i 
100 special blank price tickets. All for - 


Name . 
Street 
RECORDER SHOW CARD DEPT. saad 


189 W. MADISON STREET CHICAGO, ILLINOIS 


State . 


Please put following initials on easels 
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Our 
Three New Grains 
Now Ready 


Starette 
Lizardette 


Casionette 


on calf, patent and goat 
skins with two-tone ef- 
fects. 


Also 
Black Suede Calf 
or 
Patent Leather 


They all have the quality 
appearance of Snyder 
Leathers, yet they are 
priced right. 





A 
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Price, $6.25 
Patent leather. 1 strap pump. Black 
Kaffor Kid Strap and Vamp Band. Good- 
year Welt on our 156 Last. 14/8 wood 


covered heel. 


FASHION ARCH Shoes are 
style shoes in the fullest sense, yet 
they are built on lasts that are 
scientifically correct. Being a 
BURROWS product you can rest 
assured that they are thoroughly 
well-made. 


Years of experience in the manu- ~ 
facture of this type of shoe for 

some of the largest retailers of . 
corrective footwear in this country 

have given us a technique that it 

is hard to equal. The last that we 

have developed in FASHION 

ARCH SHOES is the result of 

this experience. 


Have you seen samples? We 
shall be glad to submit them at 


once. 


Burrows Shoe Co. 


INCORPORATED 


Rochester, N. Y. 
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Ready to ship—and they'll sell! 


Study the six styles detailed below. They cover 
the program of young men’s styles for Fall 1927! 
Styled as they are, they’re sure to sell—and 
priced as they are, they'll show you a profit. 





LUCKY-—short vamp square brogue 


1201—Black calf saddle blucher Size R 
oxford, shield tip, heavy single sole, — oe 
rolled edge, rubber heel, nickel All Six Styles BLIMP-—a balloon last 


eyelet. 4.75 A—7% to 1202—Black Glassboro grain blu- 
1401—Same in Ejisendrath plum to 10 cher oxford, harness fitting, double 
brown calf 4.75 11 sole, hoof-shaped leather heel 5.00 

11 1402—Same in brown Glassboro 
grain 5.00 


Net—F.O.B. Factory 


BEAU BRUMMELL — free fitting WHALE—round toe brogue 
French type 1204—Plump black calf lace oxford, 


1203—Smooth black calf lace ox- heavy single sole, Barbour Storm- 
ford, single sole, rubber heel 4.75 welt, rubber heel 5.00 


Ready to Ship NOW— Unbranded 


Wall-Streeter Shoe Company 


North Adams, Massachusetts 























Velvet! Patent! 


Ss 






Heel wc ccccccees 


B-G82—Patent .........- 


B-218—Brown Alligator 
Ge GAS detosetecckwcwd 


“TAILLEUR” 
Black Silk Ribbon Bow 





B-214—Patent .......... $4.50 

B-215—Black Calf....... 4.50 

B-216—Black Velvet..... 4.50 
“DUCE” 





Pittsburgh Office: 
Henry Hotel 
WwW. A. BARNEY 








New York Office: 
B. W. 


Cleveland Office: 1599 Union Trust Bldg. 
JENKS 


29 Styles 


Satin! 


“JUANITA” 


soowees $4.75 
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In Stock 
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Tan Calf! Alligator Calf! Black Calf! 


“REBA” 





B-210—Black Velvet with ‘ = 
Black Satin Strap and B-208—Black Velvet with 


“JUANITA” 





Black Braid Trim....... $1.75 B-213—All Black Velvet. $4.50 


“LARK” 






“CLARE” 
21/8 Heel 


B-573—Black Satin...... $4.25 


$4.50 
B-572—Patent Leather... 4.25 
B-733—Gun Metal Calf. .$4.50 B-618—Black Velvet.... 4.25 
$5.00 B-739—Patent Leather... 4.50 B-224—White Satin...... 4.75 
“ROSELLA” “ALFA” 
Cuban and Spike Heels “LOUISE” 
/ 
»" 


B-768—-Black Satin 





“ANGIE” 





SéwC ORES SEB OCC Ce 4.75 


“CLARE” 
Cuban and Spunish Heels 





B-239—Patent Leather. ..85.00 
SIZES 
AAA, 5 to 8 AA, 4% to 8 B-212—Black Ve.vet.....84.25 
A,4to8 B, 3% to8 C,3to8 a Satin (15/8 ss 
| ee eee 
Terms: Net Thirty Days B-282_-Patent (15/8 Ca- 
Twenty-five cents additional — BRBT cccccvccoccovseces 
for orders of less than B-226— White Satin (15/8 
three pairs. Bepntah) ..cccccocsesees 4.75 


THE MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN 
Rochester, N. Y., U. S. A. 


846 Marbridge Bidg. San Francisco Office: 
MOYLAN 


A. F. 








B-785—Patent .......... $4.50 
B-785B—As above with 
large Nickel Buckle..... 4.75 
“ARABY” 


“Goodyear Welt” 
Covered Heel 





B-1898-—Black Calf with 
Black Grain Calf Trim. .85.00 

B-1998—Tan Calf with 
Grain Calf Trim........ 5.00 


New England Office: 


Draper Hotel 


Northampton, Mass. 
ELLIOTT LA MONTAGNE 


Plaza Hotel 


H. 8S. KUSHINS 


Chicago Office: Majestic Hotel 
F. J. SA K 


Makers 


of Menihan Arch-Aid Shoe. 


Write for Agency Proposition. 
Send for Catalogue for Other Styles In Stock 


Los Angeles Office: 107 East Sth Street 
Cc. E. VanDEGRIFT 
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Shoe Merchants News 


in the Boot and Shoe Recorder 








NATIONAL NEWS 


SATURDAY, SEPTEMBER 24, 1927 


EVERY WEEK 








M en’s Advertising 


On Program of N. Y. State Meet 


A. H. Geuting to Be a 


Speaker at Convention at | 


Niagara Falls, Oct. 4 & 5 


WATERTOWN, N. Y.—Plans for the 
ninth annual convention of the New 
York State Shoe Retailers’ Association 
have been completed, according to E. 
P. litharp, president, who predicts 
the livest and largest convention the 
association ever has held, will be staged 
at Niagara Falls, Oct. 3 and 4. Con- 
vention sessions will be held at the 
Niagara Hotel. ; 

In addition to a program on which 
trade problems, styles and similar sub- 
jects will be discussed by experts, a 
considerable part of the convention 
will be given over to consideration of 
the men’s shoe advertising campaign. 
A.number of men interested in the 
campaign will outline the plans be- 
fore the convention. 

An added attraction, in the person 
of A. H. Geuting, president of the Na- 
tional Shoe Retailers’ Association, will 
be a feature of the convention. 
also expected that George Spangler, 
manager of the national association, 
will be present. 

A large delegation from New York 
City is planning to attend the two-day 
conclave, and reservations from retail- 
ers in all parts of the State have been 
coming in at a rate which indicates 
the attendance figures at the New 
York State convention will set a new 
high record. 


Mell Shop Discontinues 


BALTIMORE, Mp. (UTPS)—The Meli 
Shoe Shop, 313 North Eutaw Street, 
will discontinue business, according to 


an announcement of the management. | 


The shop carries shoes for men, women 
and children, including some nationally 
known brands. i 
also being conducted by the shop. The 
= will close following disposal of its 
stock. 


Arnold With Pitzinger 


Syracuse, N. Y.—A. A. Arnold, who | 


was formerly shoe buyer for the 
Famous Department Store, McKees- 
port, has acquired an interest in the 
shoe department of the Pitzinger store 
here. Plans are being developed along 
aggressive lines, to increase volume 
through poreter priced merchandise, 
particularly styled for the younger 
women. 


It is | 


A hosiery section is | 


Campaign 





| 
| Boston Salesmen Meet 


Boston, Mass.—The Boston Retail 
| Shoe Salesmen’s Association holds its 
| first meeting of the fall and winter 
| season on Monday evening, Oct. 3, at 
| Marston’s Restaurant, Boylston Street. 
| Dinner will be served at six o’clock. 
Elmer A. Kuhlen, the newly elected 
| president, and retail shoe salesman in 
| the Walk-Over Shoe Store’s orthopedic 
| department, will preside. There will be 
| community singing. The speakers of 
the evening will be Donald W. Bolt, 
chairman of the ways and means com- 
| mittee, N. S. R. A. men’s shoe cam- 
| paign, who will speak about the various 
activities of the campaign, and the re- 
| tail shoe salesman’s part therein and 
Alden H. Kenyon, president of The 
| Kenyon Co., Boston, who will speak 
|on “Some Observations on Women’s 
Styles. 


Schiff Co. Leases 


New Headquarters 


CoLuMBus, OHIo. (UTPS)—The 
| Schiff Co., headed by Robert W. Schiff, 
operating a chain of 57 retail stores in 
| the Middle West and South, has taken 
|a lease on a five-story brick building 
| at 32 West Chestnut Street, which will 
be occupied about October 1 as a gen- 
eral headquarters with offices and ware- 
houses at the same location. The lease 
runs for a period of five years and 
| covers about 50,000 sq. ft. of floor 
| space, 

The Schiff Co. was organized in 1920, 
and its first location was at 43 East 
Long Street, after two years those 
quarters became too cramped and a 
move was made to 108% North Third 
Street, where it has continued up to 
|this time. Branch offices are located 
in New York and Boston. 

The company announces two addi- 
| tional aaa stores, both of which are 
|in department stores. The company 
| took over the shoe department in the 
| Fair Company, Cincinnati and also in 
| the Root Company, Terre Haute, Ind. 


Max Bros. Close Store 


BALTIMORE, Mp. (UTPS)—Max Bros., 
trading as the Cut-Rate Shoe Store 
are discontinuing their store at 3507 
Eastern Ave., according to an announce- 
ment of the brothers. Another store is 
being conducted at 2204 East Monu- 
ment St. ° 





| department. 


Schoen Opens Shoe Dep’t 
With Lesson in Charge 


BALTIMORE, Mp. (UTPS)—Schoen & 
Company, Inc., 214 North Charles St., 
have formally opened their shoe depart- 
ment under the direction of Ted Lesson. 
The department is located on the third 
floor and is one of the most original, 
exclusive and unique shoe departments 
ever opened in this city. It is truly a 
new salon of fashion. It is the first 
time in its 30 years the firm has main- 
tained a shoe department. 

It looks like anything but a shoe de- 
partment. There are expensive and 
beautiful paintings hanging on the 
walls, while upholstered and other ex- 
pensive furniture fill the room. There 
are also smoking stands with cigarettes 
and matches. The furniture and at- 
mosphere give one the impression they 
are calling or going to partake of an 
afternoon tea. The first thing one 
asks is where are the shoes? These are 
hidden away in a stock room adjoining, 
to which access is had by two attrac- 
tive swinging doors. These doors do 
not in any way mar the beauty of the 
department, rather add to its unique- 


| ness. 


The shoes are specially designed being 


;made by manufacturers according to 


specifications of the management of the 
Models being featured in- 
clude black and brown suedes, patent 
leathers and reptiles in a number of 
different styles, trimmings, etc. They 
are being offered for $10 and up. Some 
models in stock are selling for $32. 

Ted Lesson, who is in charge of the 
department, is well known in shoe cir- 
cles having been identified with it for 
more than 22 years. He was buyer of 
footwear for Saks of Washington, D. 
C., opened and managed the Baltimore 
branch of Wm. Hahn & Company, lo- 
cated at 37 West Lexington St.; was 
buyer of footwear for Hutzler Bros., 
this city and The Hub. 


Remodeled Emerson Open 


MINNEAPOLIS, MINN. (UTPS)—The 
remodeled Emerson Shoe store opened 
Sept. 3 with complete new stock at 40 
Sixth Street S, with Peter J. Schieber, 
manager. In honor of the event Philip 


| E. Frappier of Cincinnati, Ohio, dis- 


trict manager for the Emerson Shoe 
Mfg. Co., was present. 

The store is newly equipped and has 
a shelf stock capacity of 4000 shoes. 
The store is redecorated and has new 
fixtures. Outside is a new type of 
flasher sign overhead and an illumi- 
nated electric base sign. 

Mr. Schieber was formerly manager 
of the Wear-U-Well stores and has 


| been connected with Emerson four 
| months. 


He has had 18 years experi- 
ence in the shoe business. 

Emerson has been in the Twin Cities 
about 20 years. 
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Boy Scouts’ Official Dress Oxford. 
No. 546—Little Boys’, $3.25. No. 
576—Boys’, $3.75. No. 579—Men’s, 
$4.55. Boy Scouts’ dress last. Best 
grade tan calf uppers. Single oak 
so'es, rubber heels. 


Seascouts’ Black Calf Bal Oxford, No. 7 
Boy Scouts’ Official Service Shoe. No. 901—Little Boys’ sizes, 9-13%4. $3.25. Boy Scouts’ Official Dress Shoe. No. 546 
547—Little Boys’, $3.10. No. 574—Boys’, No. 903—-Boys’, sizes 1-6, $3.75. No. —Little Boys’. $3.25. ,No. 575—Boys’. 
$3.60. No. 577—Men’s, $4.35. Regula- 905 —Men’s sizes, 6%-11, $4.55. $3.75. No. 578—Men’s, $4.55. Boy 
tion army type blucher, —— a Scout's - _ ~~ fe tan b nod 
Soft, sturdy, strong uppers. Heavy double uppers. eavy single oak soles, ru r 
oak soles, or heavy overweight single DEALERS’ NOTE heels. 
soles, rubber heels. These shoes are carried IN STOCK , 

for immediate shipment. Terms: Net Seascouts’ Black Calf Bal Dress Shoe. 
No. 588—Heavy overweight single oak 60 days, F.0.B. Portsmouth, Ohio. No. 903—Little Boys , $3.25. No. 904— 
sole in boys’, sizes 1 to 6 only, $3.60. Boys’, $3.75. No. 906—Men’s, $4.55. 


Selling Excelsior Official Boy Scout Shoes 
Is a Ten-Strike 


4. Must be of high quality to meet the demands of 
this organization. 
. Low price is made possible through volume pro- 


There are more reasons why you should sell 
Excelsior Official Boy Scout Shoes at a larger 
profit than any you have seen. You can sell them ; 
‘ ee duction. 

anywhere in the United States to a waiting , : 

. Styles are standardized—three. No odd sizes or 
market. ieeartian” 

styles for “sacrifice” sales. 


Consider these facts: . Suggestions for advertising campaign outlined in fall 
catalog, giving you a logical basis for profit-making 
1. National market. Every one of the more than a sales. 
million scouts should wear them to be correctly . Free newspaper ads and boys’ booklets to link local 
dressed—and they can be worn by four million others. interest with national advertising. 
10. Prestige of a nationally known manufacturer of boys’ 


2. Nationally advertised in Boys’ Life, the official maga- : : 
shoes for thirty-eight years. 


zine of the Boy Scouts of America. 
Someone in your territory will start the stream 


3. Officially recognized as Boy Scout standard equip- . . é , 
of profits his way — send in a trial order today. 


ment—the seal is on the lining. 


The Excelsior Shoe Company 


Authorized Manufacturer of Official Boy Scout and Seascout Shoes. 
Department 13 
PORTSMOUTH, OHIO, U. S. A. * 


-EXCEL 


Official Boy Scout 








i So ate? oe thm me am a 
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Shoes Stressed at 
Columbus “Style Evening” 


CoLuMBUS, OHIO (UTPS)—For the 
first time since the inauguration of 
“Style Evening” about two years ago, 
which was instituted by the Columbus 
Retail Merchants Association for a co- 
operative style opening at the beginning 
of each fall and spring season, shoes 
played an important part. The annual 
“Fall Style Evening” was held by a 
large majority of down-town retail 
stores, Sept. 13. Participating in the 
event were the Petot Shoe Co., of Co- 
lumbus, the woman’s shoe department in 
the Fashion, the women’s and men’s 
shoe department at the F. & R. Lazarus 
& Co. and the shoe departments at the 
Union Clothing Store. 

One of the largest crowds gathered on 
the first floor of the Fashion to see the 
style show put on by the Reiley Shoe 
Co., which operates the department. A 
runway had been constructed with 10 
models, showing the latest in women’s 
footwear. Some of the novelties shown 
were the “Pirates Boots” made of imi- 
tation alligator and other reptile skins. 
They attracted a good deal of attention. 
The Foot Saver line, which is carried 
in this department were also shown in 
many styles as well as step-ins, oxford 
and strap effects. The showing indi- 
cated that the tendency is toward 
blacks. 

At the Columbus store of the Petot 
Shoe Co., a runway with a dozen models 
showed the new lines of patents, kids, 
calf and satins. Blacks and tans were 
shown in about equal numbers. The 
store was crowded during the evening. 

The showing of women’s shoes by the 
F. & R. Lazarus & Co., was also done 
by models. All of the latest styles in- 
cluding party shoes were shown at that 
store. 

The Union Clothing Co. showed both 
men’s and women’s shoes. In the wo- 
men’s department a number of one-strap 
effects, both in patents and kids as well 
as certain novelties in suede, satin and 
in combinations were displayed. 

In the men’s department at the Union 
a line of collegiate shoes including the 
broad toes and leather heels in tans 
were shown. This showing was made 
in connection with the style show in the 
men’s clothing department and attracted 
a good deal of attention. 

“Shoe retailers and managers of de- 
partments say that results from the 
“Style Evening” were very gratifying. 
More attention will be given to prepara- 
tion at the next event which is booked 
for the spring season. 


‘ 


*Gibson Joins Gutman 


BALTIMORE, Mp. (UTPS)—S. R. Gib- 
son, former assistant manager of the 
Baltimore branch of the William Hahn 
Company,’ 87 West Lexington Street, 
has become associated with Joel Gut- 
man & Company’s Dr. Kahler Shoe 
Shop, 128 North Eutaw Street, in the 
Same capacity of assistant manager. 
The Dr. Kahler Shoe Shop is an exclu- 
sive shoe establishment, featuring Dr. 
Kahler’s shoes for both men and women 
exclusively. It is distinct from the 
regular shoeydepartment of Joel Gut- 
man & Company, located in the store 
proper, 





**Miss Minneapolis” Dresses Up 
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“Miss Minneapolis” entered the Atlantic City “Miss America” contest wear- 
ing Stetson Snappy Ties that she chose with the help of M. S. Stephen, 


manager shoe department of the Standard Clothing House of Minneapolis 








Slesinger Opens New 


Shoe Shop for Sub-Debs | 


BALTIMORE, Mp. (UTPS)—An inter- 
esting innovation has been made by 
L. Slesinger & Son, 216 North Charles 


St., in the opening of a Sub-Deb Shoe | 


Shop on the fourth floor of their exclu- 
sive store in which youthful footwear 
will be featured exclusively. 
sizes will run from 2% to 8. The foot- 
wear featured consists of only all Sles- 
inger-designed models of the lower heel 
type, which are being offered for $7.50 
to $9.50. The moderate pricing of the 


Men’s Store Moved 


ROCHESTER, N. Y. (UTPS) — The 
men’s store of William Eastwood & 
Son Company, formerly located at 36 
Main Street West, is now around the 
corner at 9 State Street in the store 
formerly occupied by Bringley’s Boot 
Shop. The new location, according to 


| Cosmo Dispenza, manager of the store, 


In it, the | 


is more desirable because street cars 


| stop directly in front of the door. 


shoes is out of consideration to the al- | 


lowances of the Sub-Debs. 
the models are patent leathers and black 
suedes in one strap effects, gore pumps 


Included in | 


in patent leather and dull calf with | 


tailored buckles, one-strap slippers in 
patent leathers and tan calf and one- 


strap effects of patent leathers with | 


cut-outs. 

This is the first time in Baltimore 
that a department or shop has been 
opened for the exclusive featuring of 
footwear for the Sub-deb. It has been 
done with a view to meet a growing and 
ever present need in the retail shoe 
field. as is more than apparent in the 


being carried in it. The exclusive de- 
partment affords the Sub-debs an oppor- 


The store is in the Powers block at 
what is called the Four Corners, where 
East Main, West Main, State and Ex- 
change Streets intersect. This is the 
very heart of Rochester’s downtown 
business district, where thousands wait 
daily for street car connections. 


Wagner Store Improved 


SHEBOYGAN, WIs. — Wagner’s Shoe 
Store has completed extensive improve- 


| ments in the exterior and interior of its 


| backgrounds 


establishments in readiness for the fall 
opening. Chief among the improve- 
ments has been the installation of a 
new store front. Light gray tiffany 
and powerful electric 


. , me | lights have t ins » givi it ¢ 
special designing of the models that are | cones Dave been installed, giving & a 


| cperating 


tunity to shop at leisure and at the same | 
time quickly and also affords them the | 


opportunity of selecting from a wider | 


range of models especially adapted and | 


suited for her many needs. 


Combs Co. Incorporated 


VAN WERT, OHIO (UTPS)—The 
Combs Shoe Co. has been incorporated 
with a capital of $25,000 to deal in a 
full line of shoes, boots, slippers, ho- 
siery and rubbers. Incorporators of the 
new company are Carleton E. Walborn, 
Ernest Combs and Luretta Combs. 


daylight appearance at night. Carl 
Wagner and C. E. Elliot have been 
the store for over three 
years. 


Syracuse Salesmen Meet 
Syracuse, N. Y.—The first dinner 


| meeting of the 1927-1928 season of the 
| Syracuse Retail Shoe Salesmen’s Asso- 
| ciation was held on September 20, at 


the Chamber of Commerce. Bernie Sis- 
son, Elmer Beasley, and the Syracuse 
Shoe Songsters, Girvan, Melanson, and 
Plummer, entertained. There was a 
good attendance, and plans were made 
for an active season. 
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Eighty Per Cent of Our 
Customers Selected 
This Style 


From our Fall line of 32 styles of collegiate 
Stock No. a Se shoes, 80% of our customers (4 out of 5) 
ee a selected shoes similar to Stock No. 101, 
Collegiate Blucher pattern 
—New Scallop Shield Tip 
—Full Double Sole— And when four out of five agree, you can de- 
Leather Heel. pend on their choice being one of the speed 


shoes for Fall. 





shown here. 
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BeBe Lianne eet, 


Stock No. 101—Same style 
in plump Black Calf. Like all Just Wright Shoes—these shoes are 
painstakingly built to provide not only dis- 
tinctive appearance, but also the fit, the com- 
fort, and the durability which will bring cus- 
tomers back to you. 
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New Fall Catalog on Request. 


E. T. WRIGHT & CO., Inc. 
Rockland, Mass. 
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The background of this window of 


Weiss’ Shoe Store, Boston, featuring 


the new fall styles, is in light blue, with garlands of autumn foliage. 


Frank J. Welling, assistant 


Up” 


Boston, Mass.—Weiss’, 85 Summer 
Street, this city, recently inaugurated 
its fall opening, under a new manage- 
ment, with a special “dress-up” of in- 
terior and windows, the addition of a 
children’s and an orthopedic shoe de- 
partment, and the visit of Kayo Tor- 
toni of “The Half Widow Company,” 
then playing at the Shubert Theater, 
who modeled several of the new num- 
bers in footwear. The principal execu- 
tive of the Weiss’ store is M. J. Seiden- 
berg, who, a short time ago, bought out 
the Weiss’ interests. 
new merchandise manager. 
Welling continues as assistant store and 
floor manager, and is consultant with 
Messrs, Seidenberg and Fox. He also 
trims the windows, which were artis- 
tically arranged for the opening days, 


Personnel Changes at 


William Hahn & Co. 


WASHINGTON, D. C. (UTPS) —Recent 
changes in the organization of William 
Hahn & Company, include the appoint- 
ment of Louis Greenberg, former man- 
ager of the Ninth Street branch store, 
to the position of manager of the Balti- 
more branch of the same company, lo- 
cated at 37 West Lexington Street. 
Mr. Greenberg’ succeeds Clarence 
Cobourn, resigned. 

Mr. Greenberg’s appointment has 
been in recognition of his managerial 
and executive ability which he had dis- 
played as manager of the Ninth Street 
store, which position he held for the 
past three years. He had been with 
the Hahn organization for the past 
nine years starting in the capacity of 
salesman. 

Ben Cohen, former manager of the 
West End branch store of the William 
Hahn Company has been appointed suc- 
cessor to the managership of the Ninth 
Street store, vacated by Mr. Greenberg. 
Mr. Cohen is also an organization man 
having been in the employ of the Hahn 
Company for a number of years. 

Other changes have been made in 
the Hahn organization, the promotions 
of Messrs. Greenberg and Cohen being 
the two most important. Two other 
changes include the employment of out- 
siders for positions as managers of two 


M. L. Fox is the | 
Frank | 


manager, arranged the trim 


lises entwined with autumn foliage. 

Weiss’ was newly incorporated this 
summer and a sale was started which 
cleaned out all of the old numbers. 
In August the renovations began. As 
there was a very definite demand for a 
children’s shoe department, the instal- 
lation of this section was determined 
upon. Old partitions in the rear of the 
store were taken down and a children’s 
playhouse substituted, with a tiny table 
and chairs, and all of the other fea- 
tures of a well regulated juvenile de- 
partment. A registered podiatrist, Dr. 
M. Resnick, was added to the personnel, 
who took up his quarters on a balcony 
extending the entire length of the store. 
A specialty is made in this store of the 
Weiss Arch Fit shoes, sold at a popu- 
lar price. 

The hosiery department, with its re- 
flecting mirrors, has been entirely re- 
| stocked, and a general effort made all 
along the line to “grade-up.” Among 


other branch stores of the company. 
The William Hahn Company, which 
recently celebrated its Fifty-first an- 
niversary operates nine stores, eight of 
them in Washington, D. C., where the 
headquarters of the company are lo- 
cated and the one store in Baltimore, 
located at 37 West Lexington Street. 


Wise Shoe Stores 
Expand Further West 


New York, N. Y.—The Wise Shoe 
Company of 121 Duane Street has de- 
cided upon a policy of expansion which 
will eventually give them stores in al- 
most every large city in the United 
States. It is a policy of this company 

| to go in for 100 per cent locations and 

the stores already leased indicate that 
the have signed up some of the best 
retail outlets in various cities of the 
East and Middle West. 

On or about Oct. 1 the new Wise store 
| will open in Milwaukee, 115 Grand Ave- 
| nue, Plankington Arcade Bldg., and a 

Dayton, Ohio store at 35 South Main 
Street, will also open about the same 
time. A Pittsburgh store will be lo- 
cated at 235 Fifth Avenue. 

In taking these stores Wise Shoe is 
| going further West than they have to 
| date and this indicates that each one 
| of these stores will be the nucleus for 

further development in the same sec- 
| tion. 


Weiss’ Shoe Store “Dresses | with background in sky blue, and trel- | 


Kayo Tortont, of “The Half Widow 
Company,” modeled the new fall 
shoes at IMWVeiss’, Boston, recently 
She ts here seen showing a 
metal and alligator calf on 
with 14/8 heel. Her hosiery 
yrain chiffon. Her caracul 

coat ts in shades of and bur 
gundy, with blue gray fox fur trim 

Her hat is of aray felt 


gui 
Strap, 
is we 
WoOTCH 


gray 


the shoe styles featured are blacks and 
browns in straps, Colonials, step-ins 
and opera pumps, in patent leather, 
suede, kid and alligator. 


When interviewed regarding the 
future course of the Wise Shoe Com- 
rany, Lawrence Schoen, secretary, said, 
The company’s business has doubled 
:a three years and we have every ex- 
pectation that it will more than double 
during the next three years. We have 
tested our policies in 17 stores through- 
out the East and can pretty definitely 
employ the same _ successful ideas 
throughout the country. The women of 
New York, Baltimore, Philadelphia and 
Newark have shown their approval of 
the Wise ideas of style and value by 
their unprecedented patronage. 


Cobourn Now with Gold 


BALTIMORE, Mp. (UTPS)—Clarence 
Cobourn, for the past few years man- 
ager of the Baltimore branch shoe 
store of William Hahn Company, 37 
West Lexington Street, is now man- 


‘ager of the shoe department of the 


| 


Baltimore branch of the Louis Gold 
Company, 28 West Lexington Street, 
which position he accepted following 
his resignation from the William Hahn 
Company. Mr. Cobourn is one of the 
best known men in the local retail shoe 
field, having been identified with the 
shoe business since youth. Prior to his 
promotion to the managership of the 


| local branch of the Hahn Company he 


had been employed as assistant mana- 


| ger. 
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These LEADERS of the SHOE INDUSTRY 


Stitch with CORTICELLI GILT EDGE MACHINE SILK 


BECAUSE: Silk stitching stands up better under 
‘ the elements and hard wear. Silk stitching looks 
EDWIN CLAPP & SON, INC. neater because it is finer and because silk sinks 
W. L. DOUGLAS SHOE CO. _ into the leather. A silk seam does not collect 
REGAL SHOE CO. dust and dirt. Silk stitched seams are stronger 
and more elastic, hence do not break or rip. 
M. A. PACKARD CO. pase Ie a anal a 
nd because the cost is negligible—for si 
THE RICKARD SHOE COMPANY stitched men’s shoes, only 1)2 cents more per 
BANCROFT WALKER COMPANY pair, women’s only 14 cent niore per pair across 
BLISS & PERRY COMPANY _ the board! Let us submit guaranteed figures 
covering costs for your styles. 


THE CORTICELLI SILK COMPANY 


130 Essex St., BOSi ON 136 Madison Ave., NEW YORK 
1314 Washington Ave., ST. LOUIS 159 St. Paul, ROCHESTER 


SILK MACHINE ST 


OOOO Oo OO OO oO oe 


and many others 














A low heeled welt in Genuine 
Rattlesnake wins with Brown 


As evidence that the FORD organi- 
sation is still maintaining its leader- 
ship in the creation of Styles of note, 
we wish to call your attention to the 
model depicted above. 


You can visualize its sales-possibili- 
ties instantly! 


. 





It is always a pleas- 
ure to show samples. 


C.P. FORD & Co., Inc. 


ROCHESTER 
New York 
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SMART 
WELTS 


A three-eyelet Tie in 
ony Brown Calf 
with rose beige trim. 


SSNS SENSES ENS 


A Patent Leather 
One-Strap, “The 
Pola,” with cube check 
trimming. 


A three-eyelet Tie of 
black lizard calf with 
patent leather trim. 


Here are three Wise & Cooper 
Welts which will be line leaders for 
October buying. Always sponsors 
of ultra smart welts at moderate 
prices, we are ready to give excep- 
tionally quick make-up service and 
delivery on these numbers and the 
entire Fall line which they repre- 
sent. 


Wise & Cooper Shoe Co. 


Auburn, Maine 
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New and Original 


SPANS 


sell easily—and 
help you sell more 


Flexible Jeweled Instep Straps That 
Clasp the Pump on Either Side 


Spans are new and striking—approved by famous 
fashion authorities and nationally advertised in 
“Vogue” and “Harper’s Bazar.” They are easy for 
the shoe dealer to sell. 


And shoe dealers are quick to realize that Spans help 
sales of Opera Pumps. For these jeweled ornaments 
transform the formal Opera Pump into a modish 
dancing slipper, that fits snugly without slipping or 
bulging. 


There is no service necessary on Spans—no fitting, 
no attaching. They are instantly put on or taken off 
—clasping firmly without damage.to the pump. 


Spans are guarded by strong protecting patents that 
prevent imitation and unfair competition. 
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SBC B. A. BALLOU & CO., INC. 
PROVIDENCE, R. I. 
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SHOES and RUBBERS 


Bevery Wednesday and Friday 














SHOE 





ror MEX 
().. A. PACKARD CO., Makers (P) 
BROCKTON 


NETTLETON 
Shoes of Worth 
A. BEB. NETTLETON CO. 


B. W. COOK, Presidents 
N. Y¥., U. S. A. 
WER’S FINE SHOES EXCLUSIVELY 























candi 
BOS 


COMMONWEALTH SHOE & LEATHER CO. 
WHITMAN, MASS. 




















| 
| 
| 


SATURDAY, SEPTEMBER 24, 1927 


EVERY WEEK 








Shoe Plants in 
Cincinnati on 


Demand Continues for Black 
Patent; Early Buying of 
House Slippers 
CINCINNATI, OHIO—Shoe manufac- 

turers here report busines in a very 

healthy condition with prospects for a 


still heavier business during the next 
few weeks. 


| full schedule and several have reported 


that orders for the past 30 days show 


| an increase over the same period of 


last year. A nice volume of orders is 
coming: in on late samples which were 
sent out around Labor Day and the ma- 
jority are favoring patent. 

At The Air Mail Shoe Company a 
strong increase has been made in pro- 
duction and judging from present indi- 
cations this increase will be kept up 


| indefinitely, according to Sales Manager 


| hold on through fall and winter. 


| crease over last year. 





C. E. Heckel. Black patent still retains 


| 


| programs in the near future which will 


include special features built around 
our new line of Twinkie Scientific 


| Health Shoes for Children.” 


Full Schedule | 


All plants are running on | 


the lead and Mr. Heckel expects it to | 


A | 


good business is being done on bro- | 


caded satin and the better grade of 
suede, Mr. Heckel said, and he expects 
a very strong season on both. Colonial 
pumps, ties and oxfords are in steady 
demand, and one straps continue to be 
noticed. Orders received by The Air 


Mail Company show an increasing de- | le 
| hides and skins still come in free of 


mand for 20/8 and 21/8 heels, although 
13/8 and 18/8 continue to dominate. 
A big fall and winter business on 
men’s high shoes is looked for by The 
Big K Shoe Company, according to 
Sales Manager, Wm. S. Dunker. Orders 
are coming in in volume on high tops, 
Mr. Dunker said, and judging from the 
early start they have made, this year’s 
business on them will be a large in- 
In misses’ shoes, 
black patent is leading, with tan calf 
second, with tongue effect oxfords and 
pumps as the most popular patterns. 


A few calls are coming in on novelties | 


and Mr. Dunker expects them to be 


better a little later in the season. Buy- | i ines a e Saw 
4 


ing has started earlier than usual on 
house slippers, and they expect a good 
season on the men’s line which they 
manufacture and stock. 


Hamilton-Brown on Air 


St. Louis, Mo. — Hamilton-Brown 
Shoe Company have just completed 
negotiations with Station KMOX, The 
Voice of St. Louis, to broadcast Monday 
and Friday each week from 7 to 7.30 
p. m., according to Walter L. Bruns, ad- 
vertising manager of the company. 

“We have some unique ideas,” said 
Bruns “which we hope to work into our 





American Tanners May 


Ask Tariff on Calfskins 


MILWAUKEE, Wis.—Milwaukee tan- 
ners as well as other tanners in Wis- 
consin and other States, are: consider- 
ing the reports of the increasing im- 
ports of calf leather with a view to 
stemming the tide of these imports with 
a tariff. 

The Calf Tanners’ Association, of 
which A. H. Vogel, Sr., of the Pfister 
& Vogel Leather Co.; J. C. Goetz of the 
Fred Rueping Leather Co., and Albert 
Callun of A. F. Callun & Sons, are 
members of the executive committee, is 
reported to be backing an effort to im- 
press the public with the large amount 
of these importations, and how they 
may imperil a great American indus- 
try. 

Imports of finished calf leather are 
now reported by the United States De- 
partment of Commerce to be running at 
a rate of more than 40,000,000 feet a 
year, against the 6,000,000 square feet 
of imports in 1922, showing an increas 
in imports at about six times the rate 
of five years ago. Prior to the Wilson 
administration there was an import 
duty on finished calf leather, whil 
hides and skins were duty free. This 
leather duty was later taken off, and 


duty. 

The tanners explain that calf leathe: 
comes in duty free and is being pro 
duced abroad in countries where wages 
are only 25 to 33 1/3 per cent of the 
American wage, while the efficiency 0! 
the foreign worker is just slightly un 
der that of the American laborer. Th: 
tanners also point to the fact that labo 
is about 55 per cent of the cost of cali 
leather, so that labor charges are a! 
most the determining factor in fixing 
the cost of production. 


Manufacturers Association 


St. Lours, Mo.—At the last meetin; 
of the St. Louis Shoe Manufacturer 
and Wholesalers Association the End 
cott-Johnson Company of St. Louis an: 
Endicott, ‘New York, and the Auli 
Williamson Company of St. Louis an‘ 
Auburn, Me., were elected to membe) 
ship in the organization. 

This is the first time the associatio: 
has elected firms to membership oth 
than those located in St. Louis wit 
manufacturing plants. Both firms, 
however, have large distributing houses 
here and recognize that in St. Lou's 
a big part of their business originate-. 
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New Drew Sales-Manager 


PORTSMOUTH, OHIO (UTPS)—The 
Irving Drew Shoe Co., following its 
semi-annual sales conference, announced 
that W. F. Marr, nationally known sales 
consultant had been named sales-man- 
ager of the company. He relieves vice- 
president T. C. Lloys, who will now 
have time to look after the other duties 
devolving upon him. Mr. Marr has 
been sales consultant with many large 
manufacturing concerns and his latest 
‘onnection was sales-manager of the 
McCaskey Register Co., of Canton, 
Ohio. 

The sales force of the organization is 
being expanded to take care of the 
increasing business due to the world 
vide advertising campaign of the Arch 
Rest line of shoes. Mr. Marr took up 
his duties at once. 


Volume Business Far in 
Advance of Other Years 


HAVERHILL, MAss.—Local shoe fac- 
tories got off to an early start in fall 
and winter production and the stimulus 


has worked general advantage to the | 


industry. Rising markets have served 
to give volume business at a date far 
in advance of other years. There is 
less shopping for shoes and the pro- 
ducer finds himself in a position much 
more to his liking than in many seasons. 
One manufacturer has expressed it with 
the declaration that conditions are 
nearer a return to a seller’s market than 
in several years. 

Better shoes have come in, it is stated, 
on public demand, and with this new 
demand has come a most wholesome 
trading condition. Retail buying is 
strong and is best reflected in the plant 
capacity operation of the women’s turn 
shoe shops. In McKays, the better 
grade novelty types are most active, 
factories oA to this manufacture 
being brisk. Chain store buying is re- 
ported good. Wholesalers, however, 
are not buying heavily to date. 

Black patent reigns supreme with 
black kid perhaps a little stronger, black 
satin, suede, and velvet all contributing 
to the reign of blacks. Brown suede is 
used widely in combination shoes, also 
brown kid. Embossed leather for col- 
lars, inlays, and trimming effects is 
also showing up. 


May Revise Wage Decision | 


Mass.—Brockton unions 
appearing at a hearing Sept. 15 before 
the State board of conciliation and ar- 
bitration asking that body to recon- 
sider the schedule of wages it has set 
for Brockton concerns manufacturing 


BROCKTON, 


the so-called fourth grade shoe. In the 
original finding made by the board two 
months ago a schedule giving several 
slight reductions in many operations 
was handed down but since that time 
the shoe workers have had opportunity 
to try out the list and they consider 
it unfair. Under the terms of the 
union contract, re-opening of the cases 
is permissible after 60 days. The board 
took its decision under advisement. On 
the same occasion four concerns pro- 
tested against the prevailing rate of 
wages paid for certain vamping opera- 
tions, and a decision on this matter also 
will be handed down by the board within 
a month. 
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Models in Aeroplanes 
at Brockton Style Show 


Will Display Shoes for Sport, 
Business and Dress Wear 


BrocKTON—“Shoes for the occasion” 
will receive much emphasis at the 
Brockton Fair Shoe style show, the 
seventh annual pageant of shoes which 
has featured the Brockton Fair. This 
year’s show is from October 4 to 8 
inclusive in the Educational Building 


| and eight male models will make three 
| group appearances in togs for sport, 
| business and dress functions. 


In addi- 
tion, men’s shoes will be shown by 
mannekins on the runway. 


Two modern and timely features of | 
| the setting this year will be an aero- | 


plane from which models will alight to 
show the hot styles and “A turn of 
style” in which models will be conveyed 


on electric turnstiles over the heads of | 
| spectators for a near view of their 
shoes. Depicting the fall season, au- | 
tumn colors will be used in the back- 


ground decorations. 
The first appearance of the Stetson 


| band after its return from Paris, where 


it now is with the Weymouth Legion at 
the convention, will be at the Fair and 
the Stetson Snappy Revue will also 
perform. In an_ international shoe 
revue 30 girls from the Geo. E. Keith 
Co. will show shoes from the golden 
jubilee collection of foreign styles pre- 
sented to President Harold C. Keith by 


| Walk-Over dealers in all parts of the 


world. These girls will wear costumes 
of the countries which they will repre- 
sent. 

Frank E. Packard is again general 
chairman, in charge of the show, as- 
sisted by his committee, which con- 
sists of John S. Kent, honorary chair- 
man; Mollie F. Hurley, style show di- 
rector and dance creator; John S. Kent, 
men’s shoes; Geo. M. Rand, decoration; 
Chas. R. Storey, women’s gowns and ac- 
cessories; Frank M. Bump, secretary 
and treasurer; W. Everett Briggs, 
stage construction; W. W. MacArthur, 
supervisor of shoe exhibit: Frank E. 
Cobb. advisory; A. L. Glidden. ad- 

~isory; J. Frank Beal, music; Eileen 
C. Shaunessy, assistant supervisor of 
Scudder Moore, electrical 
effects; Deane E. Alexander, commit- 
tee’s publicity. 


New Pattern Company 


New York, N. Y.—John E. Scherr 
and Otis G. Murty, Jr., have formed 
the firm of Scherr & Murty, Inc., de- 
signers and makers of shoe patterns, 
and have onened offices and workrooms 
at 116 Walker Street. Both members 
of the firm have had long experience in 
style and pattern work. 


“*“Kangola”’ Selling Well 


RocHESTER, N. Y.—C. D. Brown & 
Co., Inc., calf-skin tanners of this city, 
report big success with their latest 
leather innovation, “Kangola,” a soft 
leather with the pliancy of kid, but the 
rugged stamina of calf. The leather, 
according to officials of the firm, has 


become a staple with several leading | 


shoe manufacturers. 


WHERE TO BUY 
Men’s Shoes 


Czinfece 


50 STYLES IN STOCK 
Ready for Delivery on the Det 











Rockland, Mass. 











HAND TAILORED’ 
HAND LASTED 


Bion F-REYNOLDsS Com. 


KTON, MASS. 





STOCK DEPT. 5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Cot te Be Steteon 
te Be Snappy” 


THE STETSON SHOE CO., Ine. 








South Weymouth. Mass. 





WHERE TO BUY 
Standard Shoe Materials 





Strong and Flexible 
Counter Board 


Made from 
Leng Fiber 
by 
The Sterling Fiber Board Ce. 
Sales Office, 5601 Fifth Avenee, 
New York 


est Virginia 


Exacting standards of manufacture 
produce Uniform Quality. 
Pulp Product Department 
West Virginia Pulp& Paper Company 
Detroit New York Chicago 

















The One 
Weterproof 
Leather That 
Takes and Re 
tains « Polish 


CRESSB @ COOK CO 
Tanneries at Danversport, 95 South St., Boston. Mase. 
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WHERE TO BUY 
Ballet Slippers 















































In 
Stock 25 W. Monree St. 
Chiecage, Ill. 
BALLETS 
$1.15 Wos. $1.10 Miss and Child’s 






Hard Toe $2.25 Wes. $2.20 Miss and Child’s 
White-Pink Kid. Pink-Black Satin 25c. extra 
TURN BOUDOIRS 
Black Kid $1.00 Quilted Satin $1.20 
Kid Beudoirs RIGHT -LEFT LASTS $1.10 and $1.20 


The VOGUE SLIPPER CO., Haverhill, Mass. 



























BALLET SLIPPERS—IN STOCK 
of the unusual kind 
Bi62 Bik. Glazed Kid, Soft Toe 
Child's 6 ie ty 35 
Misses 11'/2 to 2— 1.40 
Women’s 2'/2 to 8— 1.45 
Also Hard Toes 


SCHWARTZ « HERDER, Inc. 
Specialists in Ballet Manufacture 
241 No. 11th St., Philadelphia, Pa. 

























HAND TURNED, BLACK KID 
BALLET SLIPPERS 












Send for 


ly ati 
ROTH 2 RUSUABERG SHOE CO. 
124 N. Srd St., Philadelphia 
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let Slippers 
Ladies’ 61.28 pr. 
Misses’ $1.20 pr. 
y §1.18 pe. 
SLOG Ine@. 





New York, N. X. 
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Do You cant ? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 





























More Imports This Year 


Greatly Increased Influx of Leather 
Manufactured Goods 


By E. Parsons, Asst. Business Specialist, 
Shoe & Leather Mfrs. Division of the 
Department of Commerce 


Leather manufactured goods im- 
ported into the United States during 
the first seven months of 1927 were 
valued at $10,284,343, an increase of 
37 per cent over the valuation ($7,490,- 
511) of similar goods imported during 
the corresponding period of 1926. 
Leather gloves represented the major 
portion, or $4,668,055 of the total im- 
port valuation, and showed an increase 
of 28 per cent; leather footwear, valued 
at $3,351,978, an increase of 58 per 
cent, and other leather manufactured 
goods, valued at $2,254,310, an increase 
of 30 per cent. 

During the 1927 period, 4,701,701 
pairs of leather gloves were imported, 
of which quantity France supplied 46 
per cent or 2,191,090 pairs; Germany, 
30 per cent, or 1,418,003 pairs; and 
Belgium, Italy and the United King- 
dom, 532,757, 275,680, and 59,785 pairs 
respectively. With the exception of 
the United Kingdom, there was an in- 
crease in the quantities imported from 
each of the above mentioned countries. 

The imports of leather footwear in- 
cluded 820,443 pairs of leather boots 
and shoes (free) valued at $2,940,207; 
leather slippers (free) 333,110 pairs, 
valued at $269,434; and dutiable foot- 
wear, 525,292 pairs, valued at $142,337. 
Of the boots and shoes, 17.9 per cent 
were for men and boys; 67.9 per cent 
for women; and 14.2 per cent for chil- 
dren. 

Imports of boots and shoes increased 
from 625,368 pairs in the 1926 period 
to 820,443 pairs imported the first 
seven months of 1927. It is noted 
shoes received from Czechoslovakia 
increased from 110,267 pairs to 291,932 
pairs; from France, shoes imported 
increased from 70,182 to 105,247 pairs; 
imports from the United Kingdom 
increased from 86,407 to 123,898 pairs, 
and those from Switzerland increased 
from 129,446 to 153,106 pairs. Among 
important countries of origin showing 
decrease was Germany. In the 1926 
period, 149,369 pairs were imported 
from this country as compared with 
50,551 pairs in 1927. 

Of the men’s and boys’ leather boots 
and shoes imported (146,847 pairs) 
the United Kingdom supplied 109,395 
pairs, valued at $681,563; Canada, 
13,963 pairs valued at $61,262; and 
Czechoslovakia, 9660 pairs valued at 
$22.871. 

Of the 557,147 pairs of women’s 
shoes imported, 49 per cent or 274,334 
pairs valued at $637,194 were supplied 
by Czechoslovakia; 16 per cent or 93,- 
907 pairs valued at $493,071 were of 
French manufacture. Switzerland sup- 
plied 13 per cent or 74,409 pairs valued 
at $352,291; Austria and Germany 
supplied respectively 47,631 and 35,857 
pairs of women’s shoes. About 65 per 
cent of the children’s shoes, or 76,397 
pairs valued at $186,557 were of Swiss 
manufacture. Germany supplied 12,- 
524 pairs valued at $8,975, and Czecho- 
slovakia, 7938 pairs, valued at $15,082. 

Leather slippers were imported prin- 
cipally from Czechoslovakia (123.316 
pairs); Turkey in Europe (79,814 











pairs); and Germany (74,022 pairs). 

Japan, including Chosen, supplied 
the United States with 405,559 pairs 
of dutiable footwear valued at $63,571; 
out of the total importation of 525,292 
pairs. Hongkong, Germany and France 
supplied respectively 56,710, 19,253 and 
17,189 pairs. 





Brockton Factories Are 


Still Busy on Fall Run 


BROCKTON, Mass.—Most of the fac- 
tories here continue to proceed on full 
schedules. One of the largest factories 
here, manufacturing both men’s and 
women’s high grade shoes, reported 
during the week that if it received not 
another order for two weeks and made 
not a single shoe for its in-stock depart- 
ment, it has business enough on hand 
to continue on full time production for 
more than two weeks. And added t 
that is the fact that only its distant 
salesmen are now in the field. Ship 
ments continue to run well over 10,000 
cases weekly, indicating in a very posi 
tive way that production has continued 
to hold. 

Most of the 32 factories in this and 
the neighboring towns which are to have 
exhibitions at the Brockton fair style 
show are getting ovt some designs. Con- 
servatism still continues to be the key- 
note, but in a good many of the models, 
the squarish toe effect is noted, and 
fancy perforations and stitchings are 
the rule. In the black line there is not 
the tendency to fancy up the shoe that 
is noted in the tans, although some of 
the nobbier effects have been attempted 
in the dark shoes, too. Low shoes con- 
stitute about 80 per cent of the samples. 

For women there is an alluring and 
widely varied line with so many dif- 
ferent trends it is hard to tell just what 
is getting the call for fall. Suedes and 
shoes made of that leather with trim 
of varying shades are the newest crea- 
tions. Tans in combination and black 
patents and black calf made up in the 
pump lines and with straps are fore- 
most in the samples. Many of the dark 
tans are made up in the oxford with 
dainty laces and in the pumps. 





E. M. Salomon Returns 


New York, N. Y.—Edward M. Salo- 
mon of Saloman & Phillips, importers 
and distributors of style leathers, re- 
turned to this country last week on the 
S. S. Majestic from a tour of the style 
centers of Europe, where he gathered 
information and ideas to be incorpo- 
rated in his company’s 1928 style line. 
He reports that pythons and cobras in 
reptile skins have been discarded by 
ethe leading stylists in Europe. 





Brockton Plant Full 


BROCKTON, Mass.—Negotiations are 
progressing favorably whereby the 
London Character Shoe Co. hopes soon 
to acquire considerable space in, if not 
all of the old Frank E. White factory 
in the rear of its Main Street oo 
for use as a big storehouse from which 
it is expected. all of the company’s shoes, 
and particularly the in-stock supply, 
will be shipped. At the present time 
the local factory of the company is 
working to capacity with prospects of 
a full fall run ahead. 
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Shoes by Air Mail 


Left to right—Herbert Flowers, chauffeur; Frank T. Halligan, American 
Express manager, receiving shoes from Traffic Manager Carlton R. Blades. 
Rear row—Louis H. Carr, director and general superintendent men’s factory; 


William L. Merrill, superintendent of women’s factory; 


Vice-Presidents 


Charles E. Moore and George H. Leach 


BROCKTON, MAss.—Though an air 
disaster attended the inauguration of 
air shipment of newest style creations 
tc California by the Geo. E. Keith Co., 
the shoes arrived in San Francisco in 
record time for showing by its coast 
representative, Herbert E. Vawter. 

The shoes, for which a charge of 
$4.50 as express fee was made, were 
handed to the American Railway Ex- 
press agent here, but fog held up the 
pilot, Daniel G. Cline, and on the re- 
sumption of his flight to New York his 


plane crashed and he was killed near 
Willington, Conn. The shipment was 
placed in another craft and continued 
to New York, from where they were 
sent to the Pacific Coast, arriving 
scarcely 48 hours later in San Fran- 
cisco. 

On the same plane the Doyle Shoe 
Co. of Brockton despatched three pairs 
of shoes for hurried inspection by the 
Kay Shoe Co., and as a result of the 
business initiative, the local concern 
obtained a good order. 








Bristol-Nelson Merger 


BALTIMORE, Mp. (UTPS)—The Bris- 
tol Shoe Store, 38 West Lexington 
Street, and Nelson’s Shoe Store, 33 
West Lexington Street, have been for- 
mally consolidated under the trade 
name of Bristol-Nelson Shoes and are 
located in the recently enlarged and re- 
modeled store at 38 West Lexington 
Street. A children’s shoe department is 
being operated in the enlarged store, in 
addition to the complete lines of 
women’s shoes. The two hosiery de- 
partments of the stores have been also 
consolidated. 

In conjunction with the formal con- 
solidation, the store has introduced a 
new line of shoes known as the Lady 
Baltimore Shoes, which is featuring 
models of black suede, satin, patent 
calf, tan calf and kid. The Bristol- 
Nelson Shoes store is owned and oper- 
ated by Herman and Louis Cohen, trad- 
ing as Cohen Bros. 


Pioneer Merchant Dies 


AusTIN, MINN.—Charles I. Johnson, 
a pioneer retail shoe merchant, died 
here recently. He opened his first re- 
tail shoe store in Austin in February, 
1882, and at the time of his death had 
Spent 45 years in active business. Mr. 
Johnson was born in Christiana, Nor- 





way, in 1857, and came to this country 
when he was 13 years of age. He is 
survived by his widow. 


Haverhill May Accept 


Provisional Arbitrator 


HAVERHILL, Mass.—The provisional 
appointment of Commissioner Charles 
G. Wood of the United States Depart- 
ment of Labor as neutral arbitrator in 
the local shoe industry pending the 
selection of a permanent successor to 
Edwin Newdick, appears probable. The 
office of the administrative head of 
Haverhill’s peace plan remains vacant 
after several weeks because of the in- 
ability of Manager Fred L. Cooper of 
the Haverhill Shoe Manufacturers’ as- 
sociation and President John D. Nolan 
of the Shoe Workers’ Protective Union 
to agree on a candidate. The shoe men 
have placed two names in nomination 
and the union four, but an agreement 
on any one of the nominees has been 
found impossible. The Labor Depart- 
ment has offered to lend its aid and 
Commissioner Wood of Massachusetts 
has signified his willingness to fill the 
berth for an indefinite period. A gen- 
eral wage revision is allowable under 
the working agreement on Oct. 1, and 
early filling of the arbitrator’s office is 
imperative. 


WHERE TO BUY 


Men’s & Women’s 
Slippers 





Men’s All Leather House Slippers 


—Hand Turned—8 
Iron Sole—Rubber 
Heel 


Send for samples. 
ROTH & ROSENBERG SHOE CO. 
124 N. Srd St., Philadelphia 














| Y * the Better Grade 
eh R i Better Trade’ 
wy 


on 


Best~Ever 
lipper Co. me. 
75 Front St. 
Biklyn., N.Y. 





PARISTYLE FOOTWEAR MFG. CO., INC. 
41-45 Washington Ave., Brooklyn, N. Y. 
New York Office, Room 622, 1328 B’way 
HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns. 
$27.00 per doz. and Up 


COatelog 
sent on 
request 





WHERE TO BUY 


Miscellaneous 





STUDY CHIROPODY 


Make $5,000 to $15,000 a Year 
© & Decter eof Surgical Chirepedy. The 
unerewded rT} sae at largest en —4 
Faeu physicians, surgeons. shirep- 
Finest laborstories and equipment. Feur- 
sueceesful year EF f +. 
high sehool er equivalent. Course 2 years. 
Glasses, October Oppertunities te -er way 

studying. Write fer eatalog. Dept. B. 











ILLINOIS COLLEGE OF CHIROPODY 
(827 WN. Clark Street. Chicage 





WHERE TO BUY 
Children’s Shoes 











cas ELAM 99 
Flexible Turn Shoes 


For the Jobbing Trade Exclusively 


F.S. ELAM SHOE Co. 


ROCHESTER, N. Y. 
Boston Office: Statler Bldg., Room 532 
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WHERE TO BUY 


Women’s Novelties 











of in Stock. ~ 
143 ST-NEW YORK 

IN-STOCK—$3.10—109,—10 days. 

Leather \ As Mlustrated 


Kid 
} H Sided— 








Patent 
Eoapress 
Allowea “*M0r 

Black Satin 

Black Velvet Bquare vookies. 
Spike & Cub. Sheep Lined— 
Prench Corded—. 
3-8. No orders for less than 
12 pre. om @ style. 


Aronson Bros, Shoe Co., Inc. 372 Sosen, St. 


Flee. McKay 











ee me Em 


WHERE TO BUY 
Shoe Price Ticket Chips 


eT 





POLLY CLIP 


For Shoe Price Tickets 
TILTS AT ANY ANGLE 


Now used by first 


Small, neat, everlasting. 
Half gross 


class shoe stores. Gross $5. 
$2.75. heck with trial order. Refund if 
unsatisfactory. 

. D. POLLINGER CO. 
416 Victoria Bldg., St. Louis, Mo. 











Production Continues 


At Very High Level 


MILWAUKEE, Wis. — Warm weather 
during the first part of September, 
which was unparalleled in comparison 
to former years when the early fall sea- 
son was to open, took the edge off the 
fall openings in retail establishments of 
all kinds and caused an easing off in 
the buying of footwear of all kinds for 
the fall. Eno shoe manufacturers all 
reported that they had noticed some- 
what of a lull which they did not antici- 
pate would be long lived. In fact, such 
a “breathing spell” was a relief to foot- 
wear manufacturers here who have been 
so crowded with orders that they have 
been hard put to fill all of them in the 
time called for. The slackening up of 
business gave the manufacturers a 
chance to push their production 





schedule and get their shipping depart- 


ments organized to handle the influx of 
orders which are greater this year by 
far than they were in 1926. 

Production at the B B Shoe Co., is 
higher than ever in the history of the 
company, according to George 0. Peter- 
son who anticipates a thriving business 
the latter part of September and during 
next month. Mr. Peterson said that 
the August business was very heavy 
this year and the company received 
many more orders than a year ago, The 
patents in the single strap models con- 
tinue to lead all other types of ladies’ 
footwear at the B B Shoe Company. 
Black velvets are coming along well, and 
gun metal in the single strap, prin- 
cipally, are also very good, No tans 
or brown shades are being made by 
this company. 

Even with warm weather, however, 
the mail order business of the Nunn, 
Bush & Weldon Shoe Co., was very 
good. Blacks are very strong and con- 
tinuing their movement of the last 
several months. There are quite a few 
tans being sold according to this com- 
pany, all in the dark shades. Plain 
shoes for men are the vogue and neat 
patterns are meeting with favor. 

The entire line of dress and work 
shoes continues to show a big gain over 
a year ago at the Harsh & Chapline 
Shoe Co., Fred W. Moritz, general sales 
manager, reports. Mr. Moritz predicts 
a good fall business and believes that 
the work shoes will move especially well 
as most of the merchants cleaned out 
their stocks of work shoes pretty well 
and are now ready to put in new stocks. 
The new autumn shades in the men’s 
dress shoes offered by this company are 
selling well. 

H. P. Plass, sales manager for the 
Simplex Shoe Manufacturing Co., re- 
ported that his firm noticed a slight 
slowing up in the children’s shoe busi- 
ness early in September, but it was 
nothing serious, and the factory was 
working full time on future orders. 
Blacks and dark tans are the principal 
colors which the retailers want in 
children’s footwear for fall. 


U. S. Leather to Move 


New York, N. Y. — The United 
States Leather Company, which for the 
past 17 years has located in the 
Whitehall Building, Battery Place, at 
the lower tip of Manhattan Island, is 
moving up town in the near future. 
The company has leased the 25th floor 
of the 26-story building being erected 
on the site of the old Park Avenue Ho- 
tel, at Park Avenue and Thirty-third 
Street, to be known as No. 2 Park 
Avenue. The building is directly across 
Park Avenue from No. 1 Park Ave- 
nue, where a number of leather firms 4 
located about a year ago. 


Excelsior Sales Conference 


PortsmoutH, OHIO (UTPS)—Still 
another of the semi-annual sales con- 
ferences of Portsmouth shoe manufac- 
turing companies was held recently. 
The conference of the Excelsior Shoe 
Co., which eonvened September 12, was 
elosed September 13, following a dis- 
cussion of the advertising question. The 
salesmen left for their territories in a 
very enthusiastic frame of mind and 
promised a large number of orders for 
the winter and spring season. 





James F. Toomay, Boston 
Shoe Importer, Is Dead 


Had Been in Business, Here an 
Abroad, for Severe] Years 


Boston, Mass.—James Francis Too- 
may, well known in all parts of the 
United States as the distributor of the 
Lotus line of men’s shoes made in Eng- 
land, and one of the Pinet line of wo- 
men’s shoes made in France, died at 
his home, 849 Commonwealth Avenue, 
Newton, early Monday morning, Sept. 
19. Death was caused by an infection 
of the heart from which he first became 
ill early in July during one of his many 
trips to Europe. ; 

Mr. Toomay, who was 46 years of 
age and who was born in Salem, Mass 
had spent most of his life in the shoe, 
leather and last industries here and 
abroad. In connection with his various 
enterprises during the course of iis 
career he made more than ninety ti ps 
across the Atlantic ocean. On many of 
these visits he did yeoman service in 
cementing friendships among business 
men on both sides. His unselfish efforts 
in this direction have been on many 
ae * ant value to ianwvican 

oe men—bo 
pt a th manufacturers and 
; At the outset of his career he becam 
interested in the retail shoe Sma 
Germany. Later he acted as American 
buyer of leather and other commodities 
for English manufacturers, also ex- 
porting a line of golf club shafts and 
club heads. Following this he devel- 
cped @ successful business in exporting 
and importing shoes and leather; and 
eventually became connected with John 
Pell and Sons, creating a large market 
for the lasts of this company in Eng- 
land, France, Germany and Switzer- 
land. 

The outbreak of the World War put 
an end to his exporting business and 
it was after its close that he organized 
the Toomay company and took over the 
distribution of the Lotus line in this 
country. The Pinet line was added a 
little more than a year ago. 

Funeral services were held Wednes- 
day afternoon at his home and burial 
was in the Newton cemetery. 


House Slippers In Demand 


LYNN, Mass.—Business in slippers, 
the kind that folks wear at home, is 
better all through this section. ‘Some 
makers are surprised at it. A while 
ago, it looked as though slippers were 
slipping. Now they are coming back 
good and strong. Volume of business 
is not yet as great as it might be. But 
the quality of slippers was never better. 
They are made of the new leather, of 
fine kid or calf, in fancy as well as fa- 
miliar designs. Instead of trying to see 
how cheap slippers can be made and 
sold, manufacturers are now striving to 
see how fine they can make this com- 
fortable class of footwear. 
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A NEW SENSATION BY CAPEZIO! 
Flapper heel, Patent Leather, One-Straps 
FINE TURN SHOE MAKING 


In-Stock $4.25 


A new one-strap created by Capezio for misses and 
women, on round-toe last with 9/8 wood heel. A 
very popular number with big price appeal. 


IN STOCK in a Leather and Black Kid 
25 


Sizes 1-8, Widths A to Db. Extra widths and 
other materials to order. 


SEND FOR SAMPLES 


COLLET 
Established 1887 
209 West 48th Street New York City 











Have you seen the 
“BEST-EVER”’ 
Quilted Satin Slippers? 
\ No. 3153 (Padded Heel Model) 


*\ No. 7153 (Wood Heel Model) 
Available in eight colors. 


One pair of a size will serve 
as a foundation for this de- 
partment. 


True Economy demand 
a foundation of Qualirs 


BEST-LVER 
§LIPPERUC. IN 
75 FRONT ST, BRODKLYN NY 


New Jerk Ollce oom 540 arbridge behy 


IMPORTANT 


NOTICE 
To the Trade 


ELCO 
SHANK STIFFENER 


(Underside view) 


On Tuesday, Sept. 13th, 1927, 
U. S. Patent No. 1,642,362 was 
granted to Elco Shoe Manufac- 
turers, Inc., for an improved shank 


stiffener. 


This covers the well known and im- 
proved Arch Fitting shoe construc- 
tion which has found great popular- 
ity in the trade and which has also 


been extensively copied. 


The trade is hereby notified that it 
is unlawful to manufacture or sell 
any shoes embodying this improved 
shank stiffener without the express 
permission or license of the Elco 
Shoe Manufacturers, Inc., and legal 
steps will be taken to enforce the 
exclusive rights of the Elco Shoe 
Manufacturers, Inc., in this con- 


struction. 


ELCO SHOE MANUFACTURERS, INC. 


73-81 Stone Avenue 
Brooklyn, N. Y. 


Makers of Ladies’ Fine Footwear 
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Classified and Opportunities Department 
RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 
POSITIONS WANTED When advertisers desire answers to come in our care 
4c per word. Minimum Charge 75c. twelve words must be allowed for address. When ad- 
LINES WANTED oe vertisers desire replies forwarded direct to their address 
ia Minimum Charge 75c. each word of their address must be counted in the ad- 
ge a $1.25 vertisement and paid for accordingly. 
ALL DISPLAY SPACE Payment in advance is required, except when regular 
Five dollars per inch. Allow 45 words to an inch advertisers, as amounts are too small to open accounts. 

















SALESMEN WANTED SALESMEN WANTED POSITION WANTED 








Expert Buyer and Manager oi 


’ hi Chain Stores and Large Shoe Depts. 
One of the oldest manufacturers of women’s shoes whose line is na- desires, connection of respousbilty. 18 year 
i i j i j ; ; H successful record ystem man. xpert at 
tionally advertised, is expanding its sales organization. It will be cane aah conn 40 tae Ai promotional 

i j ; a man. Good style man. Know ines from 
glad to receive applications from shoe salesmen accustomed to sell aes te tae cad tee te eee Gon 


ing department and shoe stores in the larger cities. Openings for pega gp Age Tg thy 
Chicago Loop and Milwaukee; Detroit and nearby territory; Mis- Cai Ma fee Gate “Pon De. 
souri except Kansas City; part of New York City and Philadelphia ; ‘Lledo, Ohio. 

and Pacific Northwest. Our salesmen know about this ad. Address MANAGER of men’s shoe department selling 
in strict confidence, giving full details as to age and experience. pl Ee yr a yy og ong Ml 
Knows shoes and service completely. ‘Address 


189 West Madison St., z J. GREIMS, 9 Crandall St., Roslindale, 
ass. 





Address D-60, care Boot and Shoe Recorder, 
Chicago, Illinois. 








SHOE SALESMAN RETAIL—Wants posi 
tion better grade women’s or family a 
7 years’ experience. Moderate salary. 

objection out-of-town. ISAACS, 2981 Ww 


SALES REPRESENTATIVES SOLICITED 50th &., Breckiya, B. Y. 


oy Peet Seiten - 7 i ve "4 Fy: > f with seal rr ~ 
NEW YORK (EXCLUSIVE OF NEW YORK CITY), INDIANA, deportmont or group ove, 18 aaee' _enpari 
ILLINOIS (EXCLUSIVE OF CHICAGO), IOWA, MISSOURI, KANSAS, Se Seal Eitan Teak baies atk teaeatinn 
NEBRASKA, ARKANSAS, UTAH, IDAHO, MONTANA, WYOMING, stores for one firm. Address 657. care Boot 


NEVADA, ARIZONA and NEW MEXICO. and Shoe Recorder, 207 South St., Boston, 


Mass. 











a quality line, popularly priced, of infants’, child’s and misses’ Flexible Goodyear mt 
elts. Unusual and exclusive styles. Thirty-four numbers carried in stock. Popular POSITION WANTED—Factory superintend- 

MSREEZIXN" Trademark. Straight liberal commission proposition only. ent on high-grade children’s welts. 8 years’ 

factory experience combined with 3 years sell- 


THE W. A. WITHERS SHOE COMPANY Bact and ‘Shoe Recorder. 207" South St. 


- B ’ 
Elizabethtown, Pa. vm, See 








HOE MANAGER AND BUYER for depart 
ment or exclusive store, wants to make 


SALESMAN, experienced, for wholesale house change where opportunity will be broader. 








to sell general line to retail trade. New Successful life experience in medium and high 
SALESMAN WANTED: York City, Brooklyn and Connecticut. Address grade shoe. 29 years old. Prefer east. Ex- 
D-47, care Boot and Shoe Recorder, 239 W cellent references. Address D-56, care Boot 
A tionally kno 1 li : dient : 
Ag ay ewes os he 39th St., New York. ws Shoe Recorder, 207 South St., Boston, 

ass. 

ti h . 

information with application. Straight SALESMEN WANTED—To sell a snappy line 
# adies cKay novelties to reliable re- ; -atri ; “i- 

gy. commleston, addzone D2SS- <Bse | tailers, chain and department stores All teri. GRADUATE, rexistered podiatrist wishes po 
South St., Boston, Mass. ee required. | Address ences. Address 10-55, care Boot and ‘Shoe 
yg ed = Shoe Recorder, 207 South _.Recorder, 207 South St., Boston, Mass. 


SALESMEN WANTED—To sell side line WANTED AT ONCE—Three high-grade shoe WANTED sition as manager or assistant 
“i leather first step shoes 1/5; stitchdowns salesmen by a large rubber company to manager for a shoe department somewhere 


goodyear welts $/11; novelty, pular sell a popular and _ well-advertised footwear around Maryland. 12 years’ experience in sell- 
po ll quality shoes; all in com- item for women. Excellent returns for experi- ing and buying. Best of reference. Address D-66, 
mission. MAIZE S HOE co PANY, enced men. Address D-52, care Boot and Shoe care Boot and Shoe Recorder, 207 South St., 
Rochester, N. Y. Recorder, 207 South St., Boston, Mass. Boston, Mass. 


WANTED—Salesmen with established trade 


to carry a medium priced infants’, chil- 
Wo sell uptodate Yaa fae en dren’s and growing girls’ turns in Chicago FOR SALE 
misses’ turn and stitchdown shoes, a = a: st =. Address D-65, ~ Boot 
basis. State references with application. yan } bg he Al 207 Sou gy Lt 
% th St., Boston, OR SALE—FEstablished popular priced shoe 
Kepner-Scott Shoe Co., Orwigeburg, P Pa. Mass. store in Ohio meantasteriar ae ot 30,000, 
ALESMEN = — rage in — of rich gas, oil and agricultural s 
now calling on hi e shoe tion wo years ago installed new front and 
a for western Pennsylvania. Travel S stores in Connecticut and p-State New fixtures at cost of $16,000. Long term lease 
auto. Welts, _stitchdowns, McKays, York to handle as side line new item nationally will sell at sacrifice, with or without stock. 
leagings Address "HAGERSTOWN Ritebureh wh Address ‘D-64, ca P Bock and ‘Teas, be ee Dee ee 
ress D- care t an oe Rec joot an oe » 207 th St, 
LEGGING Co., Hagerstown, Md. 207 South St., Boston, Mass. spc Boston, Mass. — sate 
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FOR SALE 


WANTED TO PURCHASE 





OR SALE—Office -furniture including desks, 

chairs, hat racks and sectional library cases, 
which can be used as sample cases. Vill 
sold at reasonable otier. Apply to UNITED 
STATES HOTEL OFFICE, Boston, Mass. 





FOR RENT 


FOR RENT. Departments for women’s wear, 
shoes, infants’ wear and bargain basement. 
Best location in city of 18,000 with drawing 
population of 75,000 between Woolworth’s and 
ge Write M. H. MARKLEY, Sun- 
bury, Pa. 








FOR RENT—Wonderful opportunity for live 
retailer in Amityville, Long Island, N. Y. 
Beautiful store with three rooms and bath in 
heart of business section. Rent cheap. See 
or call owner. H. FERBER, 18 Atlantic Ave., 
Lynbrook, N. Y. Telephone 840-W Lynbrook. 





FOR RENT-—-Space for popular priced shoe 
department in one of the busiest department 
stores in Boone. Write for particulars. 
SNYDER-ANDERSON CO., Boone, Iowa. 





PACE to lease for shoe department in one 
of South Jersey’s leading department stores. 
Splendid opportunity for live wire concern. 
Inquire STAR EPARTMENT STORE, 
Bridgeton, N. J. 





LINE WANTED 


WANTED LINE—Ladies’ McKay novelties. 
Manufacturer’s line for large and small 
buyers, popular priced, by experienced salesman 
for state of South Carolina on commission 
basis. Best references. Address D-62, care 
nes and Shoe Recorder, 207 South St., Boston, 
Mass. 








VAILABLE AT ONCE—Services of high 

grade salesman with ability, tact, aggres- 
siveness and good personality. Following in 
Texas and Oklahoma. Six years’ experience 
in above territory. Address D-63, care Boot 
= Shoe Recorder, 207 South St., Boston, 
Mass. 





HELP WANTED 





HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy your 
surplus or slow sellers. Quantities no object. 
Retail or wholesale. Short term leases taken 
off your hands. Wire or phone us. Co 
spondence confidential. Established 1890. 

MAX GLAUBERG 

436 Grand Street, New York City 
We also purchase clothing, hats, furnishing 
goods, etc. Dry Dock 0852 








SHOE MATERIALS 








Real REPTILE Skins 


at WORLD’S LOWEST 
CE 


MPORTERS, 
MANUFACTURERS 

ORIGINAL PIONEERS 
AND PROMOTERS 

of the World Reptile Vo 














Sell Us Your Left Over 


New York Export Purcnasinc Corp. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 











CASH PAID 


for entire shoe stocks or surplus stocks of 
shoes or other merchandise. Any quantity. 
Prompt attention given. 


KIRSCH-BLACHER CO., Inc. 


622-624 Broadway, New York, N. Y. 
Phone Spring 1443 











MERCHANT NEEDS 











I have a well established retail 
outlet for a real line of Men’s and 
Women’s Arch Supported Foot- 
wear retailing around 12.00. Re- 
quire some factory financial aid. 


For particulars 
ADDRESS D-61 care Boot and Shoe 





Recorder, 207 South St., Boston, Mass. 











STORE SUPPLIES 





seg Tita 
LABELS 


The DISTINCTIVE and 
PERMANENT MARK 


F.H.KLUGE 
WEAVING CO. 


eo -S9OW 34TH ST. N.LY.C 
Phone WISCONSIN BI30 














This colonial 
ornament with 
satin or patent bow 
makes a new pattern 
out of operas or step ins. 
Sold by leading New York 
Supply Houses. 


Superior Shoe Ornament Co. 
394 Ralph Ave., Brooklyn, N. Y. 


“@STABUISHEO ww 


LAB ELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


ame 
FRANK C. MEYER (Ox 
CULT ww wet Ls Cee Se 
23-271 LEXINGTON AVE , BRODKLYN, wx 
AMERICA’S CREATEST 
SHOE CARTON @& LABEL MFCS 





EVERY 
KNOWN 








Information for 
Shoe Merchants 


The advertising pages of 
the Boot and Shoe Recorder 
constitute an almost inex- 
haustible source of informa- 
tion as to where and what to 
buy. They are worthy of 
your closest attention. 
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MERCHANT NEEDS 


MERCHANT NEEDS 











Wrought Iron and Wood 








WINDOW DISPLAY FIXTURES 


pusyerg_f Sa 


as 
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Write on Your Letterhead 





The Oscar Onken Co. , Gincinnati, O. 


No. 611 W. 4th Street 























New & Used Chairs 


Handsomely 
upholstered, 
Mulberry 
color. Orig- 
inal cost, 
$11.50. Used 
3 months. 
$6.50 


styles 


Price. . 


Other 
on hand. 
Prices range 
upward from 


$1.75. 


Shipments 
anywhere, 
packing extra. 


Crown Motion Picture 
Supplies 


729 Seventh Avenue, 
3rd Floor 


New York 











“WINDOW 
DISPLAY Fi FIXTURES 


SEGALLES SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 
ARE BUSINESS GETTERS 
SEND FOR CATALOG 


GLASS EYES 








GLASS EYES 


Fer Bunny - 
Children 


poses. 


D G. SCHOEPFER 
16-18 W. 36th St. 


Bunny Eyes NEW YORK 














STORE SUPPLIES 








Milbradt 
Ladders 


|) Made for 40 years 
i by the original in- 
| ventors. 


Made in all styles 
to suit any shelving 
condition. 


m4 Get our price before 

placing your order 
Milbradt 

Manufacturing Co. 

2416 No. 10th Street 

ST. LOUIS, MO. 








Est. 1916 


CHAMBERS 


Display Fixtures 
41 W. 35th St, New York 


At the selling 
price of SHOES to- 
day are you getting 
your share of the 
business, by simply 
setting your shoes in 
your windows as you 
did ore the war? 

Do you know why 
the hosiery shops 
use FORMS? 

And now 
the new. Silk cov- 
ered — color: Nude, 
Swiss SHOE 
FORMS. 


fe 


comes 














ay Leng Bet Beach LJ. 
Just 40 minutes from Ne from New York by train 
‘The ARDWALK 1s GLORIOUS 
HE hn LADEN WH HEAWH 
THE LIS A PIEASANT IREAT 
Sea Baths “ Music’ Dancing 
Testive Weeks Week-Ends 
Reom Plus food ~ d ~Only *8° per Day 
OPEN ALL YEAR 
Henry H. Gumaen ~ pe ede al ing Qvrecter 





EASY MONEY 





REMRAK 


Solves the problem of where to 
put your shoes. Ideal for Homes, 
Apartments, Hotels and Institu- 


tions. $ 1 00 


Retailer 
Made of steel, 
beautiful bronze 
or black ename! 
finish. Two sizes 
—20 inch for 
small doors, 24 
inch standard 
size. 

Sell these and 
make a lot of 
money. 
One complete 
Remrak with 
screws and (i 
rections in a 
box. 
Display si 
with 2 
dozen. 
Price 87.20 
per dozen 
boxes. 


R. E. MILLER 
21 Pearl St., 
New York City 














\ 


New Line of Turns 








| 


MILWAUKEE, WIs.—A new line 0 
Martha Washington turns to retail : 
a popular price is to be brought ou 
by the F. Mayer Shoe Co., according ‘ 
Fred A. Mayer, sales manager. 
| will consist of black kids and paten' 
and tan kids. Mr. Mayer reports that 
the business is going ahead 50 per cent 
higher than it was last year, and tie 


| Mayer company is looking for October 


to be better than any other month since 
the fall buying season opened. 1/1 
salesmen have been out on their ter!’ 
tories for several days now and are De- 
ginning to send in some very good bus 
ness. 
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Little Risk and Big Profit 


Imported English Boots 
in Stock 


Every time you sell a pair of these Boots you 
are entitled to make $10.00 profit. 


Your stock of these may be as little as six pairs 
—just enough to make a display. 


If you are out of a size, we can fill your needs 
immediately from stock. 





Most customers will wait a day or so for this 
class of footwear, if you do not wish to carry 
more than minimum requirements. 


Then, again, there is no style risk—boots may 
be carried over from season to season without 
mark down. 


COLT CROMWELL CO., INC. 
596 BROADWAY 
NEW YORK 


Riding Boot—Brown or Black Willow Calf \ Field Boot—Secotch Grain 
B-2774 Men’s sizes 5% to 11, Widths A to E c | B-2780 Men’s sizes i 2 11. Widths B to EB 


B-2776 Women’s sizes 3 to 8. Widths A to D B-1786 Same in willow calf sizes 5% to 11. 
$14.50 A 





Widths C to D $13.00 











™ 


rae 








Sensible and Standard 


Our customers know Greeley Boudoirs 

are always good, sensible, standard 

house slippers, made in black or colored 
kid with leather or rub- 
ber heels. If your jobber 
has not got them—write 
or wire us direct. 




















IN 
30 Lines — Men's House STOCK Deliveries At Once 


Slippers. Always in_ stock. 
36 Pair Cases 


Price Range $2.25 to $4.25. 
>. 447 — Tan Kid 7. 
A. W. GREELEY 
12 Duncan Street - - - Haverhill, Mass. 




















eee | 


BROOKS BALLETS 


| 
eR | 


NO. 600 BLACK KID 


MADE ON RIGHT AND LEFT LASTS 
Woman's 214 to 8 $1.45 
Misses’ 111% to 2 1.40 
Child’s 6 to 11 1.35 
WHITE KID 30c EXTRA 


IN STOCK 
a ee 


“The Place to Sell Hosiery Is the Shoe Store” 


THREE YEARS AGO “HOSIERY” 
started to preack that text to an audience 
of over 10,000_attentive shoe merchants. 
The sown seed is growing with amazing 
rapidity. All over the country shoe mer- 
chants are g in hosiery depart- 


———-— 
Soci 


7 a 7 ) - ge) 
be an Oe Oe Gn.) —$,8°) ey’ ew Soe 
1725~-~35 No.6Street Philadelphia. Pa 


\ 


“eee ee oe ee ee ee 
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BOOT AND SHOE RECORDER 


The Boot and Shoe Recorder 


Serves in 
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Next Week 


you will find 


in the 


Boot and Shoe 


Recorder 





ROM January to July, 1927, there 

were produced over 27 per cent 
more boys’ and youths’ shoes than in 
the corresponding period of 1926, and 
nearly 8 per cent more of misses’ and 
children’s shoes, indicating clearly a 
juvenile revival that is nation-wide in 
scope. A picturization of the shoes 
and trends of style that have made 
this possible will be featured in next 
week’s issue. 


O serve the growing foot a far 

step forward has been made in 
the juvenile grades. When the in- 
fant stands erect, what are the types 
of shoes best suited to help him or 
her put a healthy foot forward? 


HEN a streamline in a shoe 

becomes more important than 
a jig saw pattern, then we see de- 
veloping a new beauty in footwear. 
How to turn this new beauty of line 
and its accent of ornamentation into 
a profit is indicated in a feature 
story next week. 
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